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1 - Introduction 
 
1.1 Abstract 
This thesis concerns social media, and social media marketing. Specifically, has the campaign for 
the film Deadpool been chosen in order to illustrate the possible financial affordances within this 
area. The thesis seeks to investigate past, as well as contemporary tendencies in the world of social 
media, and how these can be utilized in a marketing context. This is done in order to depict the role 
of the users, their current influence and ability to create awareness via communicative means. Philip 
Kotler and his theories on marketing 1.0, 2.0 and 3.0 was chosen as the foundational theory, as to 
portray the evolution of marketing. Thereby defining the past and present opportunities within the 
field. In doing so, it was possible to outline the evolving role of the users, and describe their growing 
importance. The thesis tells the tale of the users, as they went from passive consumers, towards 
active participants. Deadpool was chosen to serve as a topical case of social media marketing, 
wherein the producing company of 20th Century Fox may exploit a profitable connection with the 
users, in order to reach their target demographic group. Empirical data from expert and focus group 
interviews have additionally been incorporated, in order to further the understanding of social media 
marketing, and how it is perceived.  
 
1.2 Problem Field 
The thesis aims to investigate if a case could be made, that the financial success of the movie 
Deadpool can be attributed to its marketing campaign. Moreover, if it can be argued that said 
campaign utilized means which can be described as innovative and timely, concerning 
contemporary marketing in a social media environment.  
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1.3 Introduction to the Problem Statement 
The thesis investigates contemporary social media marketing and the possibilities within the field. 
The film is currently the highest grossing R-rated1 movie of all time, with a worldwide gross of 
more than 750 million dollars (boxofficemojo.com: 2016). The thesis will also seek to explore 
whether the film's financial success can be attributed towards the marketing campaign, and if said 
success indicates a successful exploitation of social media marketing, and demonstrate the 
affordances of Social media. Hence the following problem statement.  
 
“How did the financial success of Deadpool indicate reasons of successful exploitation of social 
media and social media marketing, and possibly demonstrate the affordances of Social media”?  
 
In addition to the problem statement, the thesis will seek to explore the following sub question  
     “To what extent can social media marketing account for the exploitation of the user audience?” 
 
 
1.4 Motivations and Ambitions 
Who is Alex Sabour: 
Alex Sabour is a social media marketing professional. He currently holds several positions in this 
area and is the digital manager at FBI (Funny Business Incorporated).  He also works as the social 
media and digital manager at Citrusmedia. The aim of the expert interview is to gain awareness of 
the Citrusmedia strategy concerning modern and social media marketing. Alex Sabour and his 
reflections on the various initiatives of the Deadpool movie campaign, and how it proved to be 
successful, will be utilized to further the meaning of the campaign as well. 
 
It is worth mentioning, that Citrusmedia marketed Deadpool in Denmark and that this happened in 
a physical environment. Citrusmedia had one of the trailers2 playing on the various monitors in 
Fitness World. In addition, did they previously market the 2011 campaign of X-Men First Class 
                                                             
1 Rated R movies mean Restricted, with no one under 17 admitted without an accompanying parent or guardian. This 
rating is given for strong and frequent language and violence, nudity for sexual purposes and drug abuse - 
http://movies.about.com/od/dvds/fl/How-Does-a-Movie-Get-Its-Rating.htm  
2  a selected group of scenes that are shown to advertise a movie - http://www.merriam-webster.com/dictionary/trailer 
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(citrusmedia.dk: 2011). Thus it is a company with previous experience within the X-men universe, 
which provide credence to the choice of Sabour as a credible source of information.  
 
Philip Kotler, whose theories lay the foundation of this thesis, mentions physical marketing in the 
offline environment. He claims that this will gradually disappear due to the influence and benefits 
of the online environment, which is the most affordable solution (Kotler 2010: 24). The expert 
interview will shed a light on both offline and online marketing. Moreover, it is the purpose of the 
interview to further the understanding of Kotler’s theory on the three stages of marketing, and how 
“hype” as an element can be measured in an online environment.  
 
Who is the Focus Group:  
The focus group consisted of 6 individuals all of whom were 18 or above (Appendix: B) hence they 
were all within the target group of Deadpool, due to the R-rating restrictions. The purpose of the 
interview, was to gain further insight towards the Deadpool marketing campaign and how/if it had 
influenced any of the participants from the focus group interview. From an empirical point of view, 
it seemed logical to investigate, if the campaign had influenced any of the participants. Influence is 
in this regard measured, by whether or not any of the participants were exposed with anything from 
the campaign, and whether or not they became aware of the existence of the film.  
 
What is the Inspiration:  
It was through Citrusmedia that I got acquainted with Sabour, as he hired me for a position as a 
freelance writer on “Studieliv”, which is an educational site on Facebook. The site is run by 
Citrusmedia, a marketing bureau, that specializes in targeted content and marketing campaigns 
aimed at people within the age of 12-40 (Citrusmedia.dk, 2011). Through my work at this company, 
my interest for social media rose. The inspiration of this project began due to my personal interest 
in the companies Uber & Airbnb. Their existence relies on private means in order to sustain 
themselves, which I found fascinating. In detail, the aim of the first thesis was to shed a light on 
whether or not it could be argued, that the online user/consumer is an equal contributor of content 
to the same degree as a service itself. I find it interesting to see how and if a user can be responsible 
for something to become trending or innovative, and particularly to investigate how awareness is 
created. 
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What is the Motivation:  
The aforementioned interest towards innovation, awareness and trending eventually stimulated the 
idea for Deadpool. I believe that this is a film, that had a particularly innovative marketing campaign, 
which from my perspective, amassed a great deal of awareness and positive word of mouth. 
Furthermore, do I find it highly motivating to investigate how the film became immensely 
successful. I believe a shift has occurred in the marketing process, arguably due to the invention and 
rising presence of social media. This I want to investigate, by exploring how mediation occurs and 
how it occurred before the introduction of the modern day digital society. I believe that the 
contemporary tools and possibilities within social media, enables the users and allows them to 
engage with each other in new and innovative ways. I believe the users on social media are a force 
to be reckoned with, as they hold a position wherein they may choose to judge, share, like or dislike 
content.  
 
The initial idea lacked a specific case, which could be utilized, in order to depict this transition from 
previous, towards contemporary marketing. I my opinion, Uber and Airbnb relies on positive word 
of mouth in the online sphere, and I believe the social media campaign for Deadpool to do the same. 
Therefore, the marketing campaign for Deadpool became interesting as a tangible case. I deemed 
the social media marketing campaign to be innovative, in regards to mediation and delivery of 
content aimed at the user and consumer audience. I believe that the campaign can be characterized 
as a successful one, due to the connection it established with the audience, both before its initial 
release and after. Lastly, I believe the campaign has utilized a number of different possibilities in 
order to incite and create awareness amongst the users of social media. Some of the empirical 
evidence suggested in the thesis entails the “leaked test footage3” on YouTube, surprise screenings4 
for fans, which lead to additional publicity on Twitter. In addition, they published multiple 
Valentine’s Day advertisement boards, which were arguably meant to intentionally mislead the 
possible viewers while maintaining the spirit of the campaign (screenrant.com, 2016). 
 
What is the ambition with the thesis:  
                                                             
3 “The footage captured the essence of the character and was endlessly entertaining and hilarious. This scene was so 
good, in fact, that the studio felt the need to, thankfully, recreate it in the film. Again, this clip feature everything that 
moviegoers should come to expect from the Deadpool character: fourth wall breaking, clever and hilarious remarks, 
and of course, tons of violence…” - http://screenrant.com/best-deadpool-marketing-stunts/?view=all  
4  a showing of a film - http://dictionary.cambridge.org/dictionary/english/screening  
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My ambition with this thesis is to depict the process of social media marketing. This I believe to be 
necessary in order to approach and answer the problem statement. I will continuously seek to frame 
my theories from an outset in Philip Kotler, and his theory on the three stages of marketing. This 
thesis will shed a light on the specific characteristics of the campaign, which I believe will render 
the campaign as a unique example of the use and possibilities of contemporary and participatory 
marketing.  
 
1.5 Delimitation and Clarification 
The social media marketing campaign for Deadpool is the focus of the thesis. Though the campaign 
is global in terms of its existence on social media, the thesis will only focus on user reactions of the 
American market on social media, as well as the Danish. However, the Danish market will be limited 
to the reactions and impressions of the focus group and expert interviews. There is no specific focus 
towards Danish user reactions on social media, in regards to the campaign. The thesis will not be a 
comparative study, as the focus is to establish the essential marketing components of the campaign 
and investigate how it resonated with the user audience on social media, which is done to answer 
the problem statement. Comparative elements will be present within this thesis; however, they will 
only concern financial issues. The financial details concerning 2015 film Fantastic Four are 
purposefully chosen, as it is a similar film in the superhero genre, produced by 20th Century Fox 
who made Deadpool as well. Campaigning initiatives from other films in the superhero genre or 
otherwise will not be mentioned for comparative reasons.  
 
As the specific terms revolving around the subject matter are introduced, their explanations and 
definitions will immediately follow. The subject matter entail social media, social media marketing 
and the film industry. However, certain social media terms noted below, will not be further 
explained or clarified. The thesis is written under the assumption that the reader is familiar with 
social media terms such as ‘liking’, ‘commenting’, ‘sharing’ ‘tagging’ and ‘tweeting’, all of which 
are tools in the world of social media, particularly identifiable towards the frequently mentioned 
social media channels. These terms are used in order to establish an interconnected relationship 
between the user audience and the marketers behind the campaign for Deadpool.  
 
As for the frequently mentioned social media channels, they comprise of Facebook, Instagram and 
Twitter. These platforms, as well as Youtube, are recurrently cited and utilized to further the 
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comprehension and understanding of the social media marketing campaign for Deadpool. The 
campaign provided the user audience with a wide array of content like the ‘leaked test footage’, 
‘trailers’ and press or fan screenings’. These are campaigning terms and initiatives which will be 
further explained, as they are introduced in a theoretical context. The same applies for the notions 
of ‘fourth wall breaking’, ‘green light’ ‘embargo’, ‘box office gross’ ‘PG-13’ and ‘R-ratings’ as the 
thesis is not written under the assumption, that the reader is familiar with their respective meanings.  
 
The thesis will focus heavily on the users of social media channels. They will be mentioned by a 
variety of names, however mostly as ‘the user audience’. They will also be known as ‘users’, 
‘consumers’, and the ‘consumer audience’. The users hold a variety of roles in the world of social 
media as consumers and creators, which makes them eligible for a range of names as well in order 
to ascertain their various roles.  
 
Guerilla marketing is a term, of which is frequently mentioned, in the empirical interview with Alex 
Sabour (Appendix: A). This is marketing that takes place in the physical offline environment. The 
main focus of this thesis is the social media marketing campaign for the movie Deadpool and 
guerilla marketing is not a key factor for this project. Therefore, this aspect of modern marketing 
will not feature within the thesis, as it is not relevant in relation to social media.  
 
The empirical data will be utilized in the analysis and beyond. The data from the focus group and 
expert interviews will be reflected upon and compared with the theoretical findings. The participants 
from the focus group and their reaction towards the campaign, will additionally be explored. This 
is to see if the campaign produced awareness in the minds of the participants.  
 
1.6 Methodology 
The challenge is to depict exactly how and if it can be argued, that the marketing campaign utilized 
social media channels to its advantage. Moreover, is it to explore if these channels can be attributed 
to the success of Deadpool, as the highest grossing R-rated film of all time. The social media 
channels would arguably not be possible without the existence of modern technology. Thus a 
comprehensive examination of the three stages of marketing according to Philip Kotler, will be at 
the center of the theoretical framework. In addition, Kotler is utilized in order to further the 
understanding of the contemporary values within modern marketing, as it is my understanding that 
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it is necessary to grasp these values in order to comprehend social media marketing. Henry Jenkins 
and his theory on participatory culture is utilized, in order to further the comprehension of new 
media and by extension social media.  
 
As the foundation of social media is established, an exploration towards the social media channels 
and their potential role in the social media marketing campaign, will commence. Additional theories 
relating to the field of social media, will be incorporated and interpreted in order to further the 
knowledge and the inner mechanisms of social media. The theoretical framework chosen to 
accomplish this, is outlined by Dafonte Gomez, Keller, Ashley and Tuten, Papicharissi and Gilpin 
and their interpretations of word of mouth and buzz marketing. Moreover, Guldbrandsen and just 
have been chosen due to their theoretical contributions in the field of online communication.  
 
The thesis will consist of both desk and field research. The data from the expert and focus group 
interviews will be analyzed and compared with the theoretical findings. This is in order to learn 
what constitutes contemporary marketing in a social media environment. Furthermore, the focus 
group participants and their reaction to the content from the social media campaign will be analyzed 
as well. Their reaction and overall contributions from the focus group interview, will be seen 
through a theoretical lens. Whether or not these contributions correlated with the notions presented 
by Alex Sabour in the expert interview, will subsequently be assessed. This is done in order to 
further the academic depth within the project and to ensure, that the subject matter will be 
incorporated from an academic standpoint.  
 
1.7 Choice of Theory 
Philip Kotler will be utilized to shed a light on the three phases of marketing known as marketing 
1.0, 2.0 & 3.0. This will be done in order to shed some light on the specific ways in which present 
day marketing operate within. Participatory theory will be incorporated as well in order to ensure 
that there will be an in depth understanding of the Deadpool marketing campaign, and how it utilized 
social media. In addition, will it specifically investigate how the impact of the campaign can be 
measured in the online environment.  
 
The theory developed by Kotler, will be supplemented by, and investigated with the theories and 
notions presented by Henry Jenkins, Guldbrandsen and Just, Dafonte-Gomez, Andrejevic, Keller, 
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Bechmann and Lomborg, Boyd, Papicharissi, Sprague and Wells, Tuten and Ashley. The list of 
theorists has been chosen due to their social media related content. For instance, their applicability 
towards word of mouth or buzz marketing, and their relevance towards the theory of science and 
the comprehension of contemporary social media marketing.  
 
As mentioned, I plan to apply the theories and notions on Marketing 1.0, 2.0 and 3.0 as the approach 
to the online marketing environment. Participatory theory will be incorporated in order to depict 
how this theory is applicable, to the case that I am investigating, particularly in regards to word of 
mouth in an online environment. This will be seen through the scope of the possibilities of 3.0 
marketing, wherein Kotler notes how consumers communicate and enlighten each other (Kotler, 
2010:27).  
 
The first section of the theory section will comprehend the theory surrounding the notions of 
marketing 1.0, 2.0 and 3.0. This will be done in order to illustrate and establish the possibilities of 
contemporary online media campaigns and the possibilities of modern marketing in the digital 
universe. The Deadpool campaign will then be put into perspective by the establishing of marketing 
1.0, in order to establish whether it would be possible to conduct a similar campaign in a 1.0 
environment, or whether the characteristic elements of the campaign can be argued to only be 
possible in a 2.0 or 3.0 environment. Furthermore, I will seek to establish how mediation occurred 
before and after the introduction of marketing 3.0, therefore I will establish what distinguishes the 
three and how to tell them apart. 
 
1.8 Theory of Science  
It is my aim to write this thesis from a social constructivist approach. This will be done in accordance 
with the interpretation of social constructivism, as outlined by Vivien Burr (Burr, 1995:2). The 
social media marketing campaign for Deadpool and the progression of this thesis took place 
simultaneously. The campaign has been interpreted as it unfolded, and while the film was still in 
release in cinemas worldwide. This renders the project somewhat fluent, as data like a the growing 
box office5 , reviews and public reception may evolve.  
                                                             
5  When people talk about the box office, they are referring to the degree of success of a film or play in terms of the 
number of people who go to watch it or the amount of money it makes - http://dictionary.reverso.net/english-
cobuild/box%20office%20gross  
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There are four key assumptions about social constructivism, according to Vivien Burr (Burr, 
1995:2). These will be key towards the theoretical interpretation, and how the thesis will be 
perceived. Burr further states that no single feature exists to define social constructivism (Burr, 
1995:2). Hence these four features will merely serve to indicate and/or constitute the pillars of it.  
 
The first of these key assumptions by Burr, concerns a “critical stance towards taken for granted 
knowledge” (Ibid). Burr elaborates on said critical stance, as she states that it “cautions us to be 
ever suspicious of our assumptions about how the world appears to be (...) For example, just 
because we think of some music as ‘classical’ and some as ‘pop’ does not mean we should assume 
that there is anything in the nature of the music itself that means it has to be divided up in that 
particular way” (Ibid). This thesis will be approached in the same way, with a critical stance towards 
the social media marketing campaign for Deadpool. The nature of the campaign will be analyzed 
through various tools. There will be a theoretical focus, wherein the applied theories in this thesis 
will be used to interpret the campaign from a critical point of view. Another approach will be taken 
with the empirical data from the expert and focus group interviews, which have been gathered in 
order to see if they correlate with the theoretical stance towards contemporary modern marketing or 
not. In order to achieve a more profound understanding of social media marketing, will the 
theoretical findings and empirical data be interlaced and interpreted.  
 
The second feature of social constructivism, which is utilized in this thesis, concern the “Historical 
and cultural specificity” (Ibid). Burr state that knowledge is “…all ways of understanding are 
historically and culturally relative. Not only are they specific to particular cultures and periods of 
history, they are seen as products of that culture and history, and are dependent upon the particular 
social and economic arrangements prevailing in that culture at that time” (Ibid). This feature is 
particularly relevant, in relation to the theoretical notions from past time marketing ideologies by 
(Kotler, 2010:19).  
 
The third feature as noted by Burr say “Knowledge is sustained by social processes” (Ibid: 3). This 
feature, revolves around the human knowledge of the world, and our common ways of 
understanding it. Burr elaborates on this aspect of social constructivism, as she states that it is 
“…derived from the nature of the world as it really is, where does it come from? The social 
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constructionist answer is that people construct it between them. It is through the daily interactions 
between people in the course of social life that our versions of knowledge become fabricated”. (Ibid) 
Thus, the understanding of the world is continuously created and developed, through social 
processes. This feature perhaps best define the methodological process within the thesis, as 
knowledge is constructed, through the means of theories and empirical data, all of which is the result 
of various interpretation. 
 
The last feature mentioned by Burr, concerns how “Knowledge and social action go together” 
(Ibid).  “…For example, before the Temperance movement, drunks were seen as entirely responsible 
for their behaviour, and therefore blameworthy. A typical response was therefore imprisonment. 
However, there has been a move away from seeing drunkenness as a crime and towards thinking of 
it as a sickness, a kind of addiction (…) Descriptions or constructions of the world therefore sustain 
some patterns of social action and exclude others”. This type of knowledge and subsequent change 
of social action, is an equivalent example concerning the evolution of marketing and how it is 
currently perceived.     
 
In my research I will acquire and utilize theories. I will learn about the material itself, which I believe 
will shed some light on the mechanisms of the social media marketing campaign. The expert and 
focus group interviews will further the level of insight, concerning the problem statement. Through 
these interviews, it will be possible to construct knowledge of the marketing process. This 
knowledge is based on the impressions of the marketing campaign, from social media and digital 
manager Alex Sabour and the focus group participants.  
 
I see the campaign as contemporary and that social constructivism is a great match for the thesis 
due to the fact that the film is still in release and have not yet been released on any home media 
platform and the research is developing as well. As of the 25th of April 2016, the movie has grossed 
north of 750 million dollars, which makes it the highest R-rated release of all time (Boxofficemojo, 
2016). The initial marketing process of the film has concluded, as the film is currently in release. It 
is however fair to assume that new marketing initiatives will occur, when the film is to be released 
on home media. This thesis will however not be covering the marketing for the home cinema release 
of the film, due to the time limit of the thesis, which will be concluded on the 28th of June 2016.   
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2 - Theory 
 
2.1 Introduction to the Movie Deadpool 
Deadpool is a 2016 movie directed by Tim Miller, and starring Ryan Reynolds and Morena 
Baccarin. The synopsis of the movie states the following “This is the origin story of former Special 
Forces operative turned mercenary Wade Wilson, who after being subjected to a rogue experiment 
that leaves him with accelerated healing powers, adopts the alter ego Deadpool. Armed with his 
new abilities and a dark, twisted sense of humor, Deadpool hunts down the man who nearly 
destroyed his life. Written by 20th Century Fox” (Imdb.com, 2016). The movie takes place within 
the established X-Men Universe created by “20th Century Fox.  
 
2.2 Introduction to the Campaign 
The marketing campaign for Deadpool utilized a varied number of tools, in order to create awareness 
in the digital sphere and the social media sites. In order to establish this, the theory will depict the 
means of which the marketers behind the campaign and the distributor 20th Century Fox used in 
order to make the campaign visible towards the movie going audience. 
 
As for the first IMAX trailer (Youtube, 2015), this reflected an important identifiable trait of the 
character itself, which is the trademark “fourth wall breaking6”(merriam-webster.com, 2016). 
“Deadpool ‘s IMAX trailer gives fans just about everything that one would expect from a preview 
featuring the Merc with a Mouth. Ryan Reynold’s Deadpool starts the announcement by breaking 
the fourth wall and talking about chimichangas and quickly turns to witty remarks and extreme 
violence” (Screenrant, 2016). 
 
The utilization of social media has been incorporated in a number of ways. The titular character of 
Deadpool has been posting content on Instagram for the consumption of for the user audience 
(Screenrant, 2016). This move correlates with his onscreen persona and trademark fourth wall 
breaking, that addresses the audience directly.  
                                                             
6 an imaginary wall (as at the opening of a modern stage proscenium) that keeps performers from recognizing or 
directly addressing their audience - http://www.merriam-webster.com/dictionary/fourth%20wall 
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Vocal announcements towards the audience is visible by looking at the content posted on YouTube 
(Youtube, 2016). Additionally, surprise screenings of the movie took place (metro.co.uk, 2016). 
The audience were regular movie fans, instead of people working within the industry such as 
journalists who are usually the ones to attend press screenings. The use of Youtube also entailed the 
release of the “leaked test footage”, and the announcement of the films R-rating via the Mario Lopez 
interview. (Youtube, 2016).  
 
According to an article from Forbes, the marketing campaign did three things right “1. The 
marketing team absolutely understands both the character and the story it’s trying to sell, 2. creative 
people are freed from the usual constraints of marketing a movie and 3. the campaign manages to 
hide the bulk of the film from audiences” (Forbes.com, 2016). These aforementioned constraints are 
something, which the article notes as a common limitation when it comes to creative freedom “Let’s 
face it: While the writers and directors of Hollywood can be some of the most progressive, creative 
people out there, studio executives can be some of the slowest to adapt when it comes to trying new 
things. Which is why it was remarkable to see Fox essentially give its team carte blanche to do what 
it wanted with the campaign”. (Ibid: Forbes). Therefore, it could be argued that the carte blanche 
presented an opportunity for the creative use of modern media platforms. 
 
 
2.3 The Transitions of Marketing 
This section will outline and aim to depict the correlations and differences between the three stages 
of marketing as outlined by Philip Kotler. Kotler describes these three terms as phases and argue 
that we are now living in a marketing 3.0 world. 
 
In order to comprehend this, Kotler establishes the two foregone phases I.e. marketing 1.0 and 2.0. 
Kotler notes Marketing 1.0 as belonging to the era of product centricity and industrialization, and 
he utilizes Henry Ford’s Model T as an example of the characteristic way of marketing belonging 
to this era. He quotes Ford by stating that “All customers can get their cars painted in the exact 
color that they want, as long as it is black” (Kotler, 2010: 19). This, according to Kotler, depicts 
the aforementioned era as it revolved around the products, which were simple and merely meant to 
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satisfy a mass market (Ibid: 19). Moreover, the aim of this era was to minimize production costs, 
which allowed the products to be sold at a low price, thereby appealing to a larger audience.  
Vivian Burrs feature of social constructivism, revolves around historical and cultural specificity. In 
this light, the era of mass marketing was “…dependent upon the particular social and economic 
arrangements prevailing in that culture at that time” (Burr, 1995:3). Thus marketing 1.0 is defined 
by the product centricity and industrialization, which denoted the corporate mentality at the time of 
marketing 1.0. (Kotler, 2010: 19).  
 
Marketing 2.0 ascended in the era of information and modern technology, in which the core element 
is the communication it enables via internet technology (Kotler, 2010: 21).  Kotler notes, that 
modern consumers are well informed and that it is easy to compare between various offers and 
products. Kotler states, that the value of a product is determined by the consumers, all of whom 
have various and differing preferences (Kotler, 2010:19). Furthermore, is it the duty of the marketer 
to develop a superior product in order to persuade the demographic group, for which the product is 
intended to appeal (Kotler, 2010: 20).  
 
The transition between marketing 1.0 and marketing 2.0 has seen a substantial increase of consumer 
focus, wherein the marketers are inclined to work towards the manufacturing of products to a 
satisfactory level (Kotler, 2010: 19). This level is determined by the consumers, whose awareness 
of price, quality and similar products has increased due to the influence of modern technology (Ibid: 
19). The substantial increase in consumer awareness, and a focus toward consumer satisfaction, 
denotes the transition from marketing 1.0 towards 2.0 (Kotler, 2010: 21). The shift occurred due to 
the interaction amongst the people, who reacted and adapted to the introduction of modern 
technology (Ibid).  
 
From a social constructivist point of view Burr noted that “Knowledge is sustained by social 
processes” (Burr, 1995: 3). A social process happened by the introduction of modern technology, 
which shifted the consumer focus. From a social constructivist point of view, the answer would be 
that “…that people construct it between them. It is through the daily interactions between people in 
the course of social life that our versions of knowledge become fabricated” (Ibid:3).  
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Kotler stated, that we are currently witnessing the transition from marketing 2.0 to marketing 3.0, 
of what he refers to as the era of values. Now consumers are no longer merely consumers, 
considering their direct communication between them and the marketers themselves (Kotler, 2010: 
20). Herein Kotler notes three elements, which marketers are utilizing in order to communicate and 
benefit of their relationship with the consumers, namely “thought, heart and spirit” (Ibid: 20). 
These values denote the transition from marketing 2.0 towards marketing 3.0, according to Kotler. 
This is a factor in the mind of the consumers, as they are increasingly interested and aware of 
solutions to global problems and issues. Now specific needs are to be met, when communicating 
with the consumer audience (Ibid: 20). 
 
According to Kotler, the consumer audience are looking for three inner needs. These being social, 
economic and environmental justice. Thus, consumers are looking for products which encompass 
and represent these requirements, which entail functional and emotional use as well as a spiritual 
component (Kotler, 2010: 20).  
 
These requirements may be viewed through the lens of social constructivism, as mentioned by Burr, 
they reflect the fourth and last feature where “Knowledge and social action go together” (Burr, 
1995: 3). A change in knowledge and attitude occurred, wherein Burrs “…Descriptions or 
constructions of the world therefore sustain some patterns of social action and exclude others”. In 
time new knowledge via modern technology and consumer awareness occurred, meaning a 
subsequent change of social action, and a shift in the way the era of marketing 3.0 is perceived. 
(Kotler, 2010:38).  
 
According to Kotler, marketing 3.0 aims toward customer satisfaction, which is alike marketing 2.0 
where the focus was persuasion through the manufacturing of superior products. A clear distinction 
between the two is the fact that companies who practice marketing 3.0, do so with the ambition to 
implement their visions and values in order to contribute on a larger scale. In their missions they 
strive towards creating solutions i.e. products which also contribute towards the betterment of 
societal issues (Kotler, 2010: 20). In doing so, marketing 3.0 has a means to meet the consumer 
requirements concerning the previously mentioned spiritual component (Ibid: 20).  
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In order to better comprehend the nature of marketing 3.0, Kotler explores the development of three 
key elements, all of whom contribute to the evolution of the modern business landscape. They are 
known as “the era of active participation”, “the era of the globalization paradox” and “the era of the 
creative society” (Kotler, 2010: 21).  Kotler states, that it is worth noticing how these are all evolving 
the modern day consumer, towards a higher degree of focus in the areas of culture, collaboration 
and spirituality (Ibid: 21). Kotler believes, that the understanding and development of marketing 3.0 
will lead to a better comprehension of it, and its ability to further the understanding of collaborative 
marketing and cultural marketing. Moreover, does it further the comprehension of the kind of 
marketing which is aimed towards the spiritual aspect of the consumer identity (Kotler 2010: 20).   
 
Kotler furthers the understanding of Marketing 3.0, by mentioning the rise of social media, as one 
of the driving forces of modern technology (Kotler, 2010:22). Furthermore, he states that it is 
possible to group social media in two main categories, one being the expressive social medias, that 
entails such platforms such as Twitter, YouTube, Flickr and Facebook (Kotler, 2010: 23). The other 
category concerns the collaborative social medias and involve sites such as Wikipedia, Rotten 
Tomatoes and Craigslist (Ibid: 23).  
 
Kotler elaborates on the matter by stating, that social medias are rapidly becoming more expressive, 
therefore it is possible for the consumers to increasingly influence other consumers, by exchanging 
experiences and opinions (Ibid: 24). Word of mouth seems to be a crucial component, as interpreted 
by Kotler, and is made visible by his mention of corporate commercials, in a physical environment 
which he sees as becoming gradually weaker. The logic according to Kotler, entails an exchange of 
knowledge via opinion and experience exchanges between consumers, which leads to a higher 
degree of consumer enlightenment (Ibid:24).  
 
Kotler states, that the influence corporate commercials have on consumer behavior, will decrease 
due to the fact that consumers increasingly interact on social media platforms, view content in a 
home media setting and generally spend more time online (Kotler, 2010: 24).  
 
According to Kotler, social medias are both affordable and impartial, as opposed to advertisement 
in a physical environment and they will be the future of the communication in marketing (Ibid: 24). 
Social medias are a realm which present a new level of insight for the marketing professionals, as 
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they offer a more profound look into the consumers and their connections. (Ibid: 24). These 
connections on social media may help companies in the search of market insight (Ibid: 24). Kotler 
states that such analytical data, can be viewed and interpreted in order to develop better consumer 
profiles, and thereby improved methods for communication in marketing. (Kotler, 2010: 25).  
 
In the case of the social media marketing campaign for Deadpool, the marketing is visible in both 
of the aforementioned expressive and the collaborative groups (Kotler, 2010:23). This is due to the 
fact that the film has been reviewed on a collaborative site called Rotten Tomatoes 
(rottentomatoes.com: 2016). The film was promoted via the expressive social media sites Facebook, 
Twitter and Instagram. Moreover, was it promoted in print media and on YouTube (Appendix: 
C).       
 
2.4 New Movie Marketing 
Kotler presented the various stages of marketing. He stated that collaboration may be the new source 
of innovation and that collaborative marketing is a foundational aspect of marketing 3.0 (Kotler, 
2010: 27).  
 
Social Media: 
Concerning social media marketing, the following quote from Christy Ashley and Tracy Tuten offer 
some insight as to why online platforms such as Facebook or Instagram can be utilized in social 
media marketing. They state that “Social media, which include online channels for sharing and 
participating in a variety of activities, represent an increasingly important way for brands to 
communicate with attractive audience segments” (Ashley et al, 2009: 15). Participation is key in 
this regard, particularly in regards to collaboration and marketing 3.0, as noted by Kotler (Kotler, 
2010:27). Social media channels present methods for companies to promote their brands. By 
extension 20th Century Fox has the same methods at their disposal, as the producing studio of 
Deadpool7.  
 
Consumer motivation: 
Participation as the product of motivation, is something Alberto Dafonte-Gomez contributes 
towards the understanding of. He explains his understanding of consumer motivation and the desire 
                                                             
7 https://www.facebook.com/FOXDanmark/?fref=ts  
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to generate word of mouth. Specifically, he mentions three elements which are able to drive 
consumer engagement. Dafonte-Gomez states that “…human beings communicate and relate to 
satisfy personal needs according to three axes: inclusion, affection and control” (Dafonte-Gomez 
et al, 2014: 201). 
 
Word of Mouth (WOM): 
Non-personal communication is another way mediation occurs, according to Kevin Lane Keller. 
Promotion of this sort can happen via publicity, as he states that “Publicity is nonpersonal 
communications such as press releases, media interviews, press conferences, feature articles, 
newsletters, photographs, films, and tapes” (Keller, 2013: 246). The non-personal communication 
becomes interpersonal when publicity gets interconnected with PR, according to Keller. He 
elaborates on the matter “Publicity and PR often serve another important role—they get people 
talking. Word-of-mouth is a critical aspect of brand building as consumers share their likes, dislikes, 
and experiences with brands with each other. The power of word-of-mouth is the credibility and 
relevance it often brings”. (Ibid). Building a brand comes with the opportunity to get people talking, 
and social media becomes relevant as it presents an outlet to do. The development of branded 
engagement, provide opportunities for customer participation (Ashley et al 2015: 15). The concept 
of word of mouth is relevant in this context, as it can be utilized to create awareness concerning the 
brand in question (Keller, 2013: 246). In relation to this thesis, that brand would be the Deadpool 
film. Ashley and Tutens argument supports this notion, as they state that the social media outlets 
serve as “…an increasingly important way for brands to communicate with attractive audience 
segments” (Ashley et al, 2015: 15).  
 
Buzz Marketing: 
Keller states that “Companies are attempting to create this consumer word-of-mouth through 
various techniques often called buzz marketing. Established companies do not have the luxury of 
time, so they often attempt to catalyze the buzz marketing effect for new product introductions. One 
popular method is to allow consumers who are likely to influence other consumers to “discover” 
the product in the hopes that they will pass a positive endorsement on to their peers...” (Keller, 
2013: 246). This statement correlates with a statement by Robert Sprague and Mary Ellen Wells, as 
they explain that “In response to the public’s interest, companies have begun to rely more heavily 
in recent years on word-of-mouth marketing, often referred to as ‘‘buzz marketing,’’ a technique 
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that attempts to generate conversations among and with current and potential customers” (Sprague 
& Wells, 2010: 415).  
 
The Deadpool social media marketing campaign saw a variety of ways, aimed to promote the 
awareness of the film, and its release (Appendix: C). One of which was to arrange “surprise press 
screenings” for a select group of fans. This resulted in the word-of mouth being spread across the 
web, as depicted in (Twitter Post: 1, p. 22).  
 
According to Keller, Buzz marketing works well when the marketing message appears to originate 
from an independent source, not associated with the marketers themselves. Keller further states that 
the consumers are becoming increasingly skeptical and wary of traditional advertising (Keller, 2013: 
247). A press screening may result in Word-of mouth awareness, in the form of positive buzz as 
noted by Keller (Keller, 2013: 246). As seen in the picture (Twitter Post:1 P, 22) this consumer 
word of mouth, generated a response in the form of likes and re-tweets, from more than ten thousand 
people.  
 
The Social Ties: 
A way to achieve word of mouth is with the utilization of buzz marketing, as noted by Keller. 
(Keller, 2013: 246).  In order to further the understanding of this, and the practice of word of mouth, 
Dawn R. Gilpin shares her view and interpretation on the process of the social ties, and the effect of 
word of mouth in theory. Gilpin states that “The stronger the social ties, the more likely a group is 
to see itself as a bounded entity, creating an in-group/out-group dynamic that may also affect the 
sharing of information and resources among members (McGraw & Tetlock, 2005). However, if 
these distinctions are too blurry to be meaningful identifiers of group membership, then individuals 
may be less inclined to participate in electronic word-of- mouth sharing, as they (…) become 
relatively more sensitive to the personal gains/losses from giving information, which would make 
them pay more attention to the traits/value of information” (Sohn, 2009, p. 355)”. (Zizi Papicharissi, 
Dawn R. Gilpin et al, 2011: 244).  
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Twitter Post 1:  
 
 
2.5 Marketing and Participation  
Philip Kotler presents the three various phases of marketing (1.0, 2.0, 3.0) (Kotler, 2010: 19). Kotler 
states, that technology is a key element in the evolution of these phases, as it is the reason behind 
the contemporary shift from a 2.0 setting towards a 3.0 setting. (Kotler, 2010: 21).  
Kotler states, that we are currently witnessing the transition from marketing 2.0 to marketing 3.0, 
of what he refers to as the era of values (Kotler, 2010: 20). Kotler states that this transition will see 
a rise in collaboration and participation between the marketers and the consumer audience (Kotler, 
2010: 27). The consumers will in marketing 3.0 not merely act as the buyers, they will contribute in 
the areas of product development and advertising (Ibid: 27).  
The theory on participatory culture as outlined by Henry Jenkins will be used to comprehend the 
role of the users, and possible consumers on these media platforms. Jenkins states that “A 
 
 
23 | P a g e  
 
participatory culture is a culture with relatively low barriers to artistic expression and civic 
engagement, strong support for creating and sharing creations, and some type of informal 
mentorship whereby experienced participants pass along knowledge to novices” (Jenkins, 2009: 
Exec. Summery). Hence communication is happening, via the exchange of information. 
Jenkins states that a form of participatory culture revolves around collaborative problem solving. 
This is formal and informal teamwork, in order to perform tasks and develop new knowledge (Ibid: 
Exec. Summery). He elaborates on the matter by expressing that a growing body of scholarship 
suggest possible benefits from these forms of participatory culture. These include opportunities for 
peer-to-peer learning and a new attitude toward intellectual property, diversification of cultural 
expressions, development of skills valued in the modern workplace and an empowered conception 
of citizenship. (Jenkins, 2009: Exec. Summery). Jenkins further notes, that some argue that children 
and the youths acquire these key abilities and competencies by themselves, when engaging with 
popular culture. In this context, Jenkins do however voice a few concerns, as he mentions that issues 
of transparency, participation and ethics arise (Ibid: Exec. Summery).  
There is the participation gap, which concern unequal access to the opportunities, experiences, 
skills, and knowledge which is necessary in order to prepare youths for full participation in the world 
of tomorrow (Ibid).  
The second issue, is phrased by Jenkins as the transparency problem, which entail the challenges 
young people face, in learning to recognize the ways in which media shape perceptions of the world 
(Ibid).  
The third issue, concerns the ethics challenge, which is the breakdown of traditional forms of 
professional training and socialization, in order to prepare young people for their increasingly public 
roles as media makers and community participants, which might be beneficial (Ibid).  
In order to enable participation, Jenkins also states that: “Participatory culture shifts the focus of 
literacy from individual expression to community involvement” (Jenkins, 2009. p.6). Ergo what 
happens, is that people are able to engage with each other in new and collaborative ways, according 
to Jenkins, who elaborates on the matter “participatory culture is emerging as the culture absorbs 
and responds to the explosion of new media technologies that make it possible for average 
consumers to archive, annotate, appropriate, and recirculate media content in powerful new ways” 
(Ibid:8).  
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From the emerging participatory culture via new media, it is possible to connote a growing 
relationship between young users on social media, and the technology itself. (Ibid: 8).  The 
technology makes it possible to have a contemporary exchange of information, annotation, 
appropriation and the recirculation of content. (Ibid:8). In regards to the recirculation of content, 
social media platforms provide an outlet for communication in the form of messages and tweets, as 
depicted in (Twitter post: 1). This allows for a further sharing of content, as well as the exchange of 
opinions and reactions amongst the users of social media platforms. This process is what 
characterize the emergence of participatory culture, which is the fact that the user generated content 
may travel amongst the users and thereby leave an impression. (Ibid: 8).  
As for the annotation, further travel, or sharing of content may evolve the impression of the content 
itself, when users annotate i.e. leave their own comments based on their impression of the content, 
and thereby create new meaning. (Ibid: 8). Concerning the last subject of interest which is 
appropriation, Jenkins outline it as “The ability to meaningfully sample and remix media content” 
(Jenkins, 2009: 106). This is Jenkins way of stating that users may sample the original content, with 
the purpose of altering or entirely changing the content.  
The involvement of users is not an entirely new concept, since the introduction of the term “web 
2.0”, which was coined by Tim O’Reilly in 2004 (Jenkins, 2013: 3). The concept of web 2.0 
“represents a reorganization of the relations between producers and their audiences in a maturing 
internet market, as well as a set of approaches adopted by companies seeking to harness mass 
creativity, collectivism and peer production” (Jenkins et al, 2013:4). Inclusion of the users/audience 
are a priority in order to further influence the interpretation of the product, which is something 
Jenkins further elaborates on by stating that “The emerging business superstars in this category 
have promised users greater influence over the production and distribution of culture, and “users”, 
“consumers” and “audiences” have been reimagined as “co-creators” (Jenkins et al, 2013: 4). 
Thus, co-creation through mass creativity, and the influence over the creative process that shape the 
culture of the brand itself are all part of the innovative process. Users in contemporary marketing 
have the ability to communicate, shape and innovate in a collaborate process with each other, and 
further the understanding between themselves and the companies (Jenkins et al, 2013:4). Consumers 
have been reimagined as co-creators of content, and they consume products that encompass their 
values (Ibid:4).  
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A correlation exists between this statement from Jenkins, and his previous one concerning 
appropriation, and the user ability to “…meaningfully sample and remix media content” (Jenkins, 
2009:106). Companies in a contemporary web 2.0 setting are subjected to the users and their ability 
to mediate and alter their own original content (Jenkins et al, 2013:4).   
Kotler stated, that consumers are no longer merely consumers, considering the direct 
communication between them and the marketers themselves (Kotler, 2010:20). Within web 2.0 lies 
the idea to harness the mass creativity from the users, which is something that entails collectivism 
and peer production (Jenkins et al, 2013:4). 
Collectivism and peer production can also be traced in Kotler’s text, as he notes that there are three 
various elements of which marketers are utilizing in order to communicate and benefit their 
relationship with the consumers, namely “thought, heart and spirit” (Kotler, 2010: 20).  
Concerning contemporary marketing, Jenkins noted, that a combination of mass creativity, and a 
meaningful sampling of media content, will lead to collectivism and peer production (Jenkins et al, 
2013:4). This Jenkins state to be the goal, which is clearly visible considering the companies 
promise that users will greatly influence the production and distribution of culture, through co-
creation.  
Philip Kotler has a similar idea on marketers, as he states that they seek to engage and communicate 
with the consumers by the utilization of the three various elements of thought, heart and spirit 
(Kotler, 2010: 20).  
Contemporary online communication can be further illustrated by the theories and notions presented 
by Ib T. Guldbrandsen & Sine N. Just. They refer to an approach called the continuity approach, 
and state that “The continuity approach may be exemplified by studies that apply traditional 
communication theories to online communication. For instance, classical rhetorical concepts are 
sometimes used to study strategic online communication; that is, forms of online communication 
that directly aim to persuade their audiences” (Guldbrandsen et al, 2011:1097). Figure 1 depicts 
this process of communication.  
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This figure shows that existing theories attain a new form of practice, which leads to online 
communication becoming a unique form of communication. This results in a new form of practice 
that utilize the existing theories, with the addition of a new element in the form of the new practice 
(Guldbrandsen et al, 2011:1097). 
Moreover, Guldbrandsen and Just state that “Online communication has distinct features that 
separate it from more traditional modes of communication (mass and interpersonal communication) 
(Ibid: 1098). From their point of view, there are five distinct features which determine online 
communication. They begin from their observations on making online communication “(1) 
negotiable and uncontrolled, (2) time-space free, (3) hypertextual, (4) hyper-public and (5) two-
way mass communication” (Guldbrandsen et al, 2011:1098). 
The first feature of online communication is called ‘negotiable and uncontrolled’ which infer that 
“communication is constantly ‘in-the-making’. This means that online communication is an 
inherently negotiable type of communication that cannot be controlled by any single Actor” 
(Guldbrandsen et al, 2011: 1098). Online communication is according to Guldbrandsen and Just 
facilitated by the easy access that users have to using and producing it. They elaborate on the matter 
by stating that recent innovation in the area of computer-mediated communication technology 
allows for, and in some cases forces the users of the internet to play an active role in the process of 
generating content, rather than consuming content created by others (Ibid: 1098).  
This aligns with Kotler and his claim that a marketing 3.0 setting, in the era of values has the user 
in a central role. (Kotler, 2010: 20). 
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The second feature is that of ‘Time-Space Free’. According to Guldbrandsen and Just “…online 
communication is not constrained by offline temporal or spatial issues. Anyone can communicate 
online anytime anywhere…” (Ibid: 1098). Therefore, it provides a venue wherein anyone has the 
opportunity to communicate, create content or post/provide content for others to consume. (Ibid: 
1098).  
The third feature of online communication is called ‘Hypertext’ and it simply refers to the online 
practice of linking. Furthermore, is hypertext “…a mode of textuality that encourages writerly, 
active reading rather than passive consumption…” (Ibid: 1099). 
The fourth feature of online communication is what Guldbrandsen and Just refers to as the ‘Hyper-
Public’ and it concerns the issue of privacy, which consequently has become an issue due to the 
emerging social media platforms wherein “The private becomes public as people are increasingly 
publicizing all aspects of their lives on the internet, thus putting private issues to public scrutiny 
and debate”. (Ibid:1099).   
The fifth feature and final dimension to Guldbrandsen and Just, and their theory on online 
communication revolves around ‘two-way mass communication’. This feature states that “the one 
interacts directly with the few, and indirectly with the many. Overlooking this feature has fostered 
the view that online communication is ‘just another kind’ of face-to face communication” (Ibid: 
1100). This process is visible when word of mouth travels in the online sphere, as seen on Twitter, 
in the post by the user Nadeshot (Twitter Post: 1, p. 22).  
 
2.6 Participation and Reception 
Participation and reception can be generated on social media via the use of brand advocates, who 
can be defined as individuals who are utilized with the purpose of communicating a message in 
order to reach a target audience. Brand advocates “…speaks in favor of a product by passing along 
word of mouth (WOM) comments and messages to other potential customers in the hope that they 
will join in on purchasing a specific brand” (techopedia.com: 2016). 
Bechmann and Lomborg elaborates on social media, and what the field is about (Bechmann and 
Lomborg, 2012:2). There are three main characteristics which are commonly emphasized when 
theorizing social media. Concerning the first characteristic, Bechmann and Lomborg state that 
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“Firstly, communication is de-institutionalized. Instead of relying on media companies delivering 
content and controlling channels of distribution, social media allow users to contribute to and filter 
the content that they find relevant, and to share it with audiences of their choice” (Bechmann et al, 
2012:3). The users become active participants in the media process, which is something Bechmann 
and Lomborg elaborate on in the second characteristic of social media. Herein the user is regarded 
as a producer, which is consistent with their role as active participants “…the user is regarded as a 
producer. In tandem with de-institutionalization, labels such as ‘user-generated content’ and ‘user 
innovation’ celebrate ordinary users as active (even leading) participants in media production and 
distribution” (Ibid:3).  
The third characteristic presented by Bechmann and Lomborg ties in the previous two characteristics 
of user behavior, and the role which they fulfill on the various social media platforms, wherein 
Facebook, Twitter and Google+ are mentioned as services with a networked structure, with 
interaction happening via public articulation (Ibid: 3). This Bechmann and Lomborg state to be a 
preamble for engagement. “…communication is interactive and networked. Social media are 
fundamentally driven by interaction between users: rather than having fixed positions (as either 
producer or recipient), in interactive exchanges users constantly shift between production and 
reception modes. Moreover, social media users are typically connected in a networked structure. 
This structure is perhaps most obvious in services such as Facebook, Twitter and Google+, in which 
the public articulation of networks of affiliation is a preamble for engagement”. (Ibid: 3). Thus, 
engagement can be obtained via the aforementioned public articulation, that entail interactive user 
exchanges (Ibid:3). In addition is the social interactions fluent, due to the shifting roles of the users, 
as they act as either producers or recipients (Ibid:3).   
Philip Kotler, who phrased the various stages of marketing as 1.0, 2.0 and 3.0, noted that marketing 
1.0 belonged to the era of product centricity and industrialization, and he utilized Henry Ford’s 
Model T as an example of the characteristic way of marketing belonging to said era (Kotler, 2010: 
19).  
In relation to this, and the topic of user generated content in a social media context, Mark Andrejevic 
quotes Arvidsson; “…Arvidsson argues that, “the post-Fordist production process directly exploits 
the communitarian dimension of social life” (…). By capturing and channeling user-generated 
activity for marketing purposes, emerging forms of online commerce subsume the potential diversity 
of social life to narrower commercial interests” (Andrejevic, 2011: 83).  
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2.7 Ineffective Movie Marketing  
According to an article from Forbes “The way movies are marketed is changing, has been changing 
at an alarmingly rapid pace over the past 3 years, and is due for major paradigm shift in the near 
future.  For example, 4 years ago, the P&A spend (the dollar amount spent on marketing, or ‘Prints 
& Advertising’) a movie received was pegged at 70% of the budget of that film”. (Forbes, 2014). If 
one were to apply this sort of marketing logic to the budget of Deadpool, and its budget of 58 million 
dollars, more than 82.85%, or 40.6 million of the entire budget would have been allocated towards 
a mass marketing approach. 
Mass marketing reflects a previous tendency of movie marketing i.e. marketing 1.0, according to 
Kotler (Kotler, 2010: 19). Concerning mass marketing, the Forbes article, stated that “The 
fundamental flaw in movie marketing is that it’s both very costly, and inefficient at matching a movie 
with its target audience. To be clear, this mattered less when movies had astronomical budgets, and 
were ostensibly produced for the mass market” (Ibid, Forbes: 2014).  
Deadpool had a production budget of 58 million8, the production itself would have cost only 17.4 
million to produce, had they chosen to allocate 70% of their budget towards mass marketing, as was 
the standard 4 years ago. 
A contemporary example of a film in the superhero genre, which suffered a great deal financially in 
recent times is Fantastic Four film from 2015 (Imdb.com: 2016). Before the release of the film, there 
were signs indicating that the studio did not have any faith in the movie. According to an article 
from The Guardian “The latest bit of bad publicity is that the studio is embargoing online US 
reviews until the week of the film’s 7 August debut, and until the day of its release for print outlets, 
which is almost never a good sign” (TheGuardian.com, 2015). As a result of this, the studio 
prevented any and all news from coming out until the very last minute. 
                                                             
8 According to Box Office Mojo, the estimated budget for "Deadpool" is $58 million. Today, the average superhero 
movie budget is north of $100 million. Granted, "Deadpool" is an R-rated movie whereas most superhero movies are 
rated PG-13 to cater to a larger demographic. So there is a bigger risk to take - http://www.techinsider.io/deadpool-
budget-vs-other-superhero-movies-2016-2  
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Kyle Buchanan, who is the senior editor at the New York magazine, Vulture, tweeted (Twitter Post: 
2, p. 30) that the embargos9 surrounding the release of the film, was lifted very close before the 
premiere of the film. 
Twitter Post 2: 
 
This post by Kyle Buchanan indicated a lack of faith in the Fantastic Four film, by the producing   
studio 20th Century Fox. Financially the Fantastic Four movie did very bad, which is displayed in 
the box office results. From a 120-million-dollar budget, it only managed to earn 167.977,596 
million dollars (Boxofficemojo.com: 2016). The film had a PG-13 rating10, which allowed for a 
much younger audience to view the film. The Fantastic Four not endure the same constraints as 
Deadpool, whose R-rating did not allow minors to view the film without being in the company of 
an adult.  
The picture from Instagram (Instagram Post: 1, p. 31), reflect the audiences’ reception of the film 
from Ryan Reynolds perspective. The following pictures display the personal reactions, on social 
media from some of the people in attendance, as they contributed with their impressions of the event. 
(Twitter Posts: 3,4,5). 
 
 
 
 
                                                             
9 an order to temporarily stop something, especially trading or giving information - 
http://dictionary.cambridge.org/dictionary/english/embargo  
10 PG-13 rated movies stand for Parental Guidance-13, with parents strongly cautioned, as some material may not be 
suitable for children under 13. Again, it’s a matter of what isn’t in the film; any nudity has to be non-sexual, any 
swear words have to be used sparingly, and, in the event of the specific obscenity we politely call the F-word, not used 
in a sexual context - http://movies.about.com/od/dvds/fl/How-Does-a-Movie-Get-Its-Rating.htm  
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Instagram Post 1: 
 
Twitter Post 3: 
 
Twitter Post: 4 
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Twitter Post 5: 
 
 
2.8 Specific Campaign Examples  
The most vital part of the marketing campaign for Deadpool was the “leaked test footage” 
(Appendix: C). This was published on Youtube. It generated a significant amount of positive buzz 
for the project, as mentioned by Rob Liefeld, who is the creator of the titular character.  
Liefeld stated, that the positive response it gained from the fans was the "last and most important 
piece" to the puzzle (cinemablend.com, 2015). From his point of view, it would seem that the 
footage was the element which convinced the 20th Century Fox to begin production on the film. 
Liefeld elaborated on the matter by stating that “I had meetings on the Fox lot that following week 
[after the footage leaked], and that Deadpool footage was all the buzz. It had an impact. You could 
see it and feel it in the executive suites. It was palatable. I absolutely believe that the leaked footage 
served as one of those signature moments when fandom united across all social media platforms 
and made their voices heard…” (Ibid). Liefeld goes on to credit the power of the internet and the 
influence of positive buzz from the masses as a valuable tool in the creation of the film. He stated 
that “…Can you imagine if the masses had disapproved of the footage? In this ruthless take down 
culture ... it could have been ugly. Fortunately for all involved, it broke on the overwhelmingly 
positive side. It was a tidal wave of unbridled enthusiasm." (Ibid). From Liefelds perspective, it 
would seem that bad reception through negative buzz of the footage in general, could have been 
devastating for the future of the film (Ibid).  
Before the film was in production, or a possibility, social media played a role in promoting it. As a 
matter of fact, the use of social media as a tool used by the people who made Deadpool, can be 
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traced back to the time when the film was not yet given the green light11 by 20th Century Fox. Co-
writer of the film Rhett Reese turned to Twitter, in order to know if there was an interest in the 
project. In his tweet, wherein he asked for a ‘vote of support’ from the users of Twitter, can be seen 
below (cinemablend.com, 2014) 
Twitter Post: 6 
 
Another example from the marketing campaign, was the Valentine’s Day posters (Instagram Posts 
2,3,4). These posters were aimed to market the film as a romantic drama or comedy.  
An example of this is present in (Instagram Post: 2). Here Reynolds states that “in 32 days, lets 
cuddle the shit out of each other #Deadpool”.  
Instagram Post: 2 
 
 
                                                             
11  authority or permission to proceed - http://www.merriam-webster.com/dictionary/green%20light 
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This poster was followed by two posters (Instagram Posts: 2,3) with similar messages, both create 
awareness about the movie and its release on Valentine’s Day. In addition, both communicate about 
the nature of the film via the use of the hashtag #Deadpool.   
 
Instagram Post: 3 
 
 
Instagram Post 4: 
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Analysis 
3.1 Introduction to the chapter 
The areas of participation and reception are core aspects of the subject matter. They are relevant 
from both an empirical point of view, as well from a theoretical point of view. This analysis seeks 
to investigate the reception of social media marketing, and what it comprehends, in order to depict 
if the tools within the theory correlate with the theoretical findings from the campaign itself.   
The analysis will explore the potential outcome of reception and what it entails in relation to social 
media, combined with the expert knowledge of Alex Sabour, in comparison with the empirical 
findings from the focus group interview. Therefore, will this also seek to investigate the notion of 
‘hype’, as outlined by Alex Sabour. He stated that it was possible to measure hype as the interest 
concerning a topic can be measured via its momentum (Appendix: A), and that momentum is 
something which can be followed closely on social media by the use of e.g. hashtags, which provide 
some insight towards how many users share the same content.   
 
3.2 Targeting the right Demographic Group  
In order to target a specific demographic group on social media, there is seemingly a variety of ways 
to increase focus and awareness for your product. In this case the product is the movie ‘Deadpool’, 
and as previous sections of this thesis have already explored, this is done via the use of online users 
like Nadeshot (Twitter Post: 1). Nadeshot is a twitter user with a significant amount of followers. 
Therefore, it could be argued that he was invited to attend a prerelease screening of the film, in the 
hopes that he would post his immediate reactions on social media afterwards. In the case of 
Deadpool, previous sections have also stated that ways of promoting content and awareness include 
e.g. leaked test footage, posters existing in the offline environment, as well as the online 
environment. 
The cast and crew of Deadpool has marketed the film and incited awareness through Twitter and 
Instagram, Ryan Reynolds promoted the film as himself, as previously depicted (Instagram Post: 2, 
p: 33). He also portrayed the titular character in the social media marketing campaign. He was 
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heavily featured on the various social media channels, utilizing them in order to spur attention before 
the films cinematic release. In doing so, users were provided with content which was arguably meant 
for sharing. In this context “…social media allow users to contribute to and filter the content that 
they find relevant, and to share it with audiences of their choice” (Bechmann et al, 2012:3).  
Deadpool, and the content of the film has meant that it was given an R-rating, thereby labeling it as 
a movie with “strong and frequent language and violence, nudity for sexual purposes and drug 
abuse” (movies.about.com, 2016). No one beneath the age of 18 (in the united states) was able to 
see the film without being in the company of an adult.  
It would seem that the film was marketed for a mature and adult audience. However, this poses an 
issue of transparency, due to the fact that the marketing campaign and its content was available on 
social media, such as the leaked test footage, which comprised some of the elements that were 
identifiable with the character such as fourth wall breaking and violence. Jenkins shed a light on the 
transparency problem as he phrases it. This entail the challenges young people face, in learning to 
recognize the ways in which media shape perceptions of the world (Jenkins, 2009: Exec. Summery). 
In this case, it may confuse the younger users amongst the user consumer audience. They are able 
to view the explicit content available for the public in the form of leaked footage. Therefore, a 
younger demographic may be exposed to content, which were only deemed suitable for an adult 
audience. This would be the case, unless they were accompanied by an adult, due to the R-rating 
restrictions. However, the chance of being accompanied by an adult, while spending time in the 
world of online communication, is not likely. This illustrates another perspective by Jenkins 
concerning what he refers to as “the participation gap” (Jenkins, 2009: Exec. Summery). This 
revolves around the unequal access to the opportunities, experiences, skills, and knowledge, 
necessary in order to prepare youths for full participation in the world of tomorrow (Ibid). In this 
case, there is a clear discrepancy between the younger user audience and their access towards online 
media content, on social media channels like Facebook or Youtube, and their access towards the 
same content in a cinematic setting. They lack the opportunity to experience virtually the same 
content in a cinema, however from the privacy of their own home, access is not an issue. This 
arguably renders the entire system to be futile and illogical.   
In the area of online privacy, consumer data becomes relevant, since movie studios profit from the 
knowledge provided by user data. This could account for the placement of content on social media 
channels. 
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It is arguably a known fact that a social media service like Facebook, already profits from utilizing 
the profile data from their users. Facebook is able to gather relevant information such as age, gender 
and personal interests, and said data is available for others to capitalize from. According to an article 
from Ibitimes “Facebook makes money by selling advertising space to companies wishing to sell 
products and services to the site's users; almost all popular websites make money this way, but 
Facebook can offer a level of customisation that no other website can” (Ibitimes.co.uk, 2012).  
This is how Facebook has learned to monetize the personal life of their users and it would therefore 
seem logical, that companies would target the specific individuals whom are likely to purchase, 
recommend or retweet the product as well. Back in 2011“Advertising provided Facebook with 85 
percent of its $1bn (£630m) revenue (…) meaning that the website relies heavily on its users to 
share as much personal information as they can” (Ibid). Hence advertising represented a significant 
share of the Facebook income.  
Monetization on Facebook happens through “targeted ads12”  whose reach is beyond the capability 
of elder marketing strategies like mass marketing, which reflected the previous tendency of movie 
marketing (Forbes, 2014). In the following article from CNN, it is stated that "On Facebook, your 
information is authentic; they are able to basically make the ads, and your experience, more 
relevant. I think that is unique. It's unprecedented and the reach is unparalleled” (edition.cnn.com, 
2012). The article presents an example of how the process of targeted ads actually work “…say a 
woman who has listed her hometown as New Orleans changes her relationship status from "single" 
to "engaged." Facebook suddenly has a hot prospect to offer up to a bridal retailer or caterer in the 
Big Easy. To dig deeper, if she lists her MBA from Loyola and has "liked" pages for, say, Saks Fifth 
Avenue and Mercedes Benz, you get a fuller picture of how much she might be willing to spend” 
(Ibid). With access to such information, it is possible to derive that it is theoretically possible for 
everyone marketing their content, to benefit from targeted ads.  
Logically, this would include movie studios like 20th Century Fox, whom is likewise able to attain 
the necessary information regarding the demographic groups, that they would like to influence. 
Knowing the audience is possible via profile information, wherein personal preferences, hobbies 
and interests are available. This allows a company to better reach their target group.  
                                                             
12 Targeted advertising is a way of placing ads based on demographics, on the consumers' previous buying history or 
on behavior - http://smallbusiness.chron.com/examples-targeted-advertising-10869.html  
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If a strategy entails the use of popular online media users like Nadeshot and how to reach their base 
of followers, then a course of action involving a screening of the film and invitations for the popular 
social media users seem like a good investment. 
Social media marketing, and the tools provided by social media, indicates future tendencies within 
field. This argument is supported by Tracy Tuten and Christy Ashley, as they quote Murdough in 
saying that “Social media, which include online channels for sharing and participating in a variety 
of activities, represent an increasingly important way for brands to communicate with attractive 
audience segments” (Ashley et al, 2015:15). This, however, requires attention and according to 
Danah Boyd, it is not possible to foresee the reaction of the audience, she states that “Even when 
one knows one’s audience, it can be challenging to contend with groups of people who reflect 
different social contexts and have different expectations as to what’s appropriate” (Boyd, 2011:50). 
The element of uncertainty lies within the content, ergo it would seem that online content will, to a 
certain degree, always consist of educated guesswork.  
 
3.3 Who is the target group for Deadpool 
As previously stated, Deadpool was given an R-rating, and therefore the logical assumption is that 
the marketing campaign was aimed to target a mature adult audience. Still, an argument could be 
made, that the film has a variety of elements which appeal towards a younger demographic, and 
unless 20th Century Fox, whom funded the marketing, was not interested in a larger revenue stream, 
it would stand to reason that it was aimed towards the younger segments as well. The film has been 
very visible on the various social media channels like Instagram, Facebook or Twitter, as previously 
depicted.  
In an article from Forbes magazine, Scott Mendelsohn seeks to define what Deadpool is at its core 
“…what is Deadpool exactly?  It is (a pretty successful) bawdy and hyper-violent action comedy 
aimed at the Id of the stereotypical fifteen-year-old Caucasian male, be it literal or an older male 
indulging in a teenage mentality (47% of the audience was under-25 years old). It’s a mostly 
mainstream action comedy, with enough quirk to set it apart from the pack, aimed at the same 
audience demographic that Hollywood always seems to be chasing” (Forbes.com, 2016). These 
numbers clearly reflect that those who saw the film belonged to a demographic group of Caucasian 
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males beneath the age of 25. The 47 percent, which is almost half of the entire movie going audience, 
further indicate that this segment was responsible for a dominant portion of the box office results.  
Therefore, it could be argued that the marketing campaign influenced the aforementioned segment, 
since they were the ones purchasing the majority of the tickets. If this was a certainty, it could be 
attributed to the success and claim responsibility for the persuasion of the segment. These statistics   
date back to the release of the film in February 2016, however the following numbers corroborate 
and further the understanding of the movie going audience, and who they consisted of “…the 
demographics tell the story: At least 62 percent of ticket buyers were males, says Fox. And 47 
percent were under the age of 25, a higher share than any recent comic book movie, according to 
exit-polling service PostTrak. Nearly 37 percent of Deadpool's audience was between the ages of 
18 and 24, a stellar turnout compared with just 19 percent for Guardians of the Galaxy and 19 
percent for the more traditional X-Men: Days of Future Past (both of those films were rated PG-
13)” (hollywoodreporter.com,2016). Thus, it is possible to theorize, that the audience consisted 
mainly of male Caucasians, which did not mind an R-rating, on the contrary did they respond well 
to it. 
Figure 2:  
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The statistic in figure 2 displays the box office of the North American movie going audience, as of 
May 9th 2016. It clearly denotes the fact that Deadpool has evolved since the release in February. It 
could also indicate, that the main segment of the audience who initially supported the film, 
influenced these more recent numbers. Perhaps the success could be attributed to word of mouth on 
social media.  
In relation to word of mouth, authors Robert Sprague and Mary Ellen Wells, provided the following 
interpretation of the theory, which they also refer to as ‘buzz marketing’. They state “In response 
to the public’s interest, companies have begun to rely more heavily in recent years on word-of-
mouth marketing, often referred to as ‘‘buzz marketing,’’ a technique that attempts to generate 
conversations among and with current and potential customers” (Sprague, Wells, 2010: 415). 
Hypothetically the record breaking numbers, could be the result of buzz marketing. Herein buzz 
marketing would be the result of word of mouth from the initial audience who saw Deadpool.  
Alberto Dafonte-Gomez contributes to the comprehension of consumer motivation, and the desire 
to generate word of mouth. Specifically, he mentions three elements which are able to drive 
consumer engagement. Dafonte-Gomez states that “…human beings communicate and relate to 
satisfy personal needs according to three axes: inclusion, affection and control” (Dafonte-Gomez 
et al, 2014: 201). 
The effect and power of word of mouth is further established, via the three aforementioned axes. 
Herein inclusion, affection and control are part of the equation which generates engagement. This 
could account for the impressive box office results and how the financial revenue became as massive 
as it did. The user audience and their engagement arguably arose due to a desire to act in a way that 
reflect personal needs as noted by Dafonte-Gomez (Dafonte-Gomez et al, 2014: 201). In doing so, 
the users spoke “… in favor of a product by passing along word of mouth (WOM) comments and 
messages to other potential customers…” (techopedia.com, 2016). Therefore, the users acted as 
brand advocates, due to their desire to satisfy personal needs and because they found the content to 
be relevant, as phrased by Bechmann and Lomborg “…social media allow users to contribute to 
and filter the content that they find relevant, and to share it with audiences of their choice” 
(Bechmann et al, 2012:3). 
From Gilpin and her point of view on the practice of word of mouth and its process and effect, 
Gilpin stated that “The stronger the social ties, the more likely a group is to see itself as a bounded 
entity, creating an in-group/out-group dynamic that may also affect the sharing of information and 
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resources among members (McGraw & Tetlock, 2005). However, if these distinctions are too blurry 
to be meaningful identifiers of group membership, then individuals may be less inclined to 
participate in electronic word-of- mouth sharing, as they (…) become relatively more sensitive to 
the personal gains/losses from giving information, which would make them pay more attention to 
the traits/value of information” (Sohn, 2009, p. 355)” (Zizi Papicharissi, Dawn R. Gilpin et al, 2011: 
244). In the case of the 62 percent audience segment below the age of 25, it could be argued that the 
interest rose due to a positive response to the movie, which lead to the equally positive box office 
results. Moreover, is it possible that this relates to the three axes of inclusion, affection and control. 
It is possible to theorize, that inclusion happened in the social media marketing process, wherein 
people had the chance to like or share the campaign material on the various social media platforms.  
In the process to collectively liking and sharing content, is it also possible that social ties were 
created, and that a group dynamic and entity were formed, as noted by Gilpin et al. Similarly, is it 
possible that affection is created by the group dynamic, that share, like and comment on the content 
which appeal to their interests. The last part of the three axes “control”, happens as the user is 
entitled to and able to control which content that deserves attention, if any.  
A connotation could exist between the audience, who can be seen as a bounded entity of 62 percent, 
and their social ties which reacted coherently and positive in the word of mouth sharing. The 
reception of the film, could account for the box office results from the 9th of may displayed in the 
figure 2, as well as in the international gross, since word of mouth entail the sharing of information, 
and this include social media. Therefore, an interconnected relationship between the worldwide 
audience who saw the film, could explain the worldwide box office success of $762,118,024 as of 
the 12th of May 2016 (boxofficemojo.com:2016).  
 
3.4 Focus Group vs. Expert Interview Intro 
As previously stated in the introduction to the chapter, it is the purpose of this section to outline the 
key points that derived from the expert interview with social media and digital manager at 
Citrusmedia Alex Sabour. Moreover, will it utilize these key points from said interview and compare 
it with the findings with the focus group interview. The point of this is to analyze the opinion of a 
marketing professional, versus the opinion of an audience whose ages match the R-Rating of the 
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movie Deadpool, in order to further investigate whether or not the marketing campaign resonated 
with them. 
 
3.5 Focus Group vs. Expert Interview 
The focus group consisted of 6 people, all of whom above the age of 18 and therefore eligible to 
watch a movie with an R-rating, such as Deadpool. The group consisted of 3 men and 3 women, 
hence the division of the genders remained equal. The point of this being the opinions of a marketing 
professional versus the opinion of an audience whose ages match the R-Rating of the movie 
Deadpool, in order to further investigate whether or not the marketing campaign resonated with 
them.  
Alex Sabour is a professional within the world of social media and stated that he spends between 4-
8 hours a day on social media platforms (Appendix: A), and initially he did not remember any 
specific events from the Deadpool marketing campaign. Therefore, it seems logical to investigate 
whether or not any of the people within the focus group experienced or remembered something from 
the campaign and whether or not it influenced them to view the film.  
Furthermore, the focus group interview investigates how much time each participant from the focus 
group spends on social media on a daily basis, in order to see if there is any correlation between the 
time Alex Sabour spends on social media and how much the focus group spends on average. 
Alex Sabour stated that the movie was aimed at men, therefore it is interesting to see if the content 
of the campaign or word of mouth appeal to the female part of the focus group. Sabour stated the 
campaign to be fun, edgy and targeted (Appendix: A), so it will be interesting to see if this resonates 
with the participants of the focus group if at all, considering it is entirely possible that neither saw 
any of the campaign material.  
The participants from the focus group spent between 1-6 hours a day on social media, however the 
majority of the group estimated that they spent 1-3 hours a day on social media platforms (Appendix: 
B). These platforms included Facebook and Snapchat, which by far were the most popular, as they 
were used by all six participants. LinkedIn, Pinterest and Instagram were also included in the talks, 
as some of the participants were present on those platforms as well (Ibid, Appendix: B). Compared 
with Alex Sabour, and his daily use of social media channels, it is clear that he spends more time 
 
 
43 | P a g e  
 
on social media, considering the fact that he is online at least four times a day, and sometimes eight. 
In comparison the largest amount of time mentioned in the focus group interview was six hours a 
day, and a general presence of 1-3 hours daily. When the participants from the focus group were 
asked how much time they spent on social media today, as opposed to three years ago, the responses 
were equally divided between three answers. Two stated that they now spend more time on social 
media. Two said that they spend less time, and the remaining two stated that there has not been any 
change. Ergo it is safe to say that the overall time spend on social media has not diminished, between 
the members of the group. Moreover, the participants stated that they were mostly present on social 
media in the afternoon/evening part of the day. They were asked about the content in their newsfeed, 
and what it consisted of out of the following possibilities “friends’ posts, commercials, pages they 
have liked and follow or something entirely different” (Appendix: B). There was a general 
consensus concerning the identity of the content and what it consisted of and the clear response was 
that the most noteworthy was the content liked by friends. As for the kind of content, the participants 
shared during their time online, the answers varied between posts about “people in need of a place 
to live, fun and political posts” (Appendix: B). As a side note, it was also mentioned that posts 
concerning invitations to focus group interviews, was very prominent in the newsfeed of the 
participants. 
It would likely be difficult to argue that the content of the Deadpool marketing campaign 
encompassed such elements as politics, practical or posts about living arrangements. Based on these 
two elements, it is unlikely that for example a trailer would be characteristic and identifiable as the 
kind of content typically shared by the focus group. However, the discussion and consensus about 
the sharing of content, and what it entailed, did include the element of fun. Thus, sharing of such 
content like a trailer could happen, should one or more find it funny. Sponsored content 
(oxforddictionaries.co, 2016) like pictures, posters or trailers could spread and create awareness on 
social media channels, should the audience find it funny. After all, the most visible kind of content 
was the kind which was shared by friends, hence a process of mass marketing and reception becomes 
possible.   
As for the movie itself, Alex Sabour stated that “…this is a movie AIMED at men (…) it is definitely 
a movie that is aimed at that segment, and it is aimed at a younger male segment. It’s not aimed for 
men over 50 you know…” (Appendix A). This aligns with the fact that three participants from the 
focus group have seen the film, and the majority of these, being two of the men are below the age 
of 50. This is arguably a small audience to analyze, however it can still be argued that the notion of 
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brand advocacy, could be attributed to the fact that they did go see the film. When asked why they 
saw the film, two of the participants (read. BB and LH, Appendix: B) stated that it was due to a 
personal recommendation (read. MJ, Appendix: B). This correlates with the notion of brand 
advocacy as it “…speaks in favor of a product by passing along word of mouth (WOM) comments 
and messages to other potential customers in the hope that they will join in on purchasing a specific 
brand” (techopedia.com: 2016). The word of mouth process from MJ towards BB and LH, 
happened due to the passing of information which lead to the purchase of movie tickets. The 
motivation and reasoning behind MJ sharing and personally recommending the film, could be rooted 
in the following quote from Dafonte-Gomez “…human beings communicate and relate to satisfy 
personal needs according to three axes: inclusion, affection and control” (Dafonte-Gomez et al, 
2014: 201). It could be argued that MJ chose to include others in his positive experience, in order 
for them to experience the same level of affection, which is something he wanted to control.  
As for another participant from the focus group interview (read. JD, Appendix B), the word of mouth 
process happened as well, however in this instance it was not through a personal recommendation. 
His engagement and awareness happened through the internet, and Twitter in particular where he 
saw tweets from Ryan Reynolds.  
The remaining participants from the focus group Interview did not see the film, arguably due to a 
lack of interest or awareness. Initially a lack of both could be due to a lack of visibility in the online 
sphere and on social media channels. When first asked, Alex Sabour did not remember any examples 
from the campaign, apart from the trailer “…I spend between 4 and 8 hours on social media at the 
week per day, and I didn’t see anything except the trailer of Deadpool, so I would say that there 
was no real uh, big viral campaign” (Appendix: A). Given the fact that Sabour spends a daily 
amount on social media, which largely surpass the time of the focus group participants, it seems 
somewhat unlikely that they would have been exposed to any campaigning material as well.  
As for the titular character of Deadpool, limited knowledge existed amongst the focus group 
participants. What they knew about the character and the film, stemmed from the three male 
members of the focus group. They knew the character from his first outing in the 2009 film X-Men 
Origins: Wolverine, in which Ryan Reynolds played the character for the first time (imdb.com: 
2016). Cartoons and a PC game was also mentioned as reasons for knowing, however none of the 
female participants had ever heard of the character before the campaign. During the focus group 
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interview the participants was exposed to the following poster from the campaign, and asked to 
communicate their initial impression of it.  
Poster: 1 
 
Their response to the poster (Poster: 1), was that it looked like a typical romantic comedy. The only 
discrepancy which indicated the nature of the film, was the title itself.   
The fact that this poster seemingly markets the movie for Valentine’s Day.  Combined with the 
female participants from the focus group, and their impression that it looked like a romantic comedy, 
arguably contributed to the financial success of the film, as it arguably appealed to couples as well, 
and not only men beneath the age of 50. As for the financial success in the box office, Sabour stated 
that “I would say that if you look at the numbers Deadpool has done phenomenal (…) and it’s done 
a lot better than a lot of other movies with well-known superheroes, which is strange because again 
nobody knows what Deadpool is, uhh so they were capable of pushing his persona, and pushing this 
kind of, you know anti-hero out, and it caught the interest of the movie goers”. Sabour’s statements 
corroborate the notion that the knowledge of the titular character is limited, at least among the female 
participants from the focus group.   
Deadpool was marketed in Denmark by Citrusmedia (Appendix: A). They chose Fitness World as 
the venue which made the most sense. In relation to this, Alex Sabour made the following argument 
“…you do a lot of surveys and figure out what they do so a person who is at Fitness World, who 
trains at Fitness World, is generally gonna be under 40, is gonna spend more money on clothes, 
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more money on electronics, they tend to go out more, uhmm...they know for example that the people 
who see it go to cafes more, tend to go to more Museums and tend to go to more movies, etc... So 
you end up using that information to make an educated guess on what the best target is gonna be 
for your product” (Appendix: A). However, this did not correlate with the data gathered from the 
focus group, since Fitness World was never mentioned as an option in the discussion. When asked 
where the participants noticed movie advertising, the dominant response was that this occurred in 
the digital space.  
The social media channel Facebook was the first response, followed by an unnamed movie 
application. An educated guess would be Kino.dk, however the name did not enter the discussion, 
nor later in regards to related topics. The participants also mentioned the cinema as a venue where 
they noticed movie advertising, probably in the form of posters and trailers, but this was neither 
specified.  
An interesting aspect of movie advertising which garnered some attention, was the issue of 
‘spoilers’. This was mentioned as something which the participants found to be annoying, and 
therefore spurred the interest of the participants. Two fairly recent movies being Batman V. 
Superman: Dawn of Justice and Terminator: Genisys were mentioned due to the fact that the 
participants found them to be poorly marketed. The consensus was that both films revealed key plot 
points to the storyline, in their respective trailers. As for advertising and marketing in general, 
several pitfalls were mentioned as frustrating. ‘Cookies’ (bbc.co.uk, 2012) which are the small files 
that save your browser history, in order to provide related content and advertising, were not received 
positively. Nor did sponsored content like trailers, which some reckoned to be increasing on 
Instagram, receive any praise. Particularly overexposure of content, and forced advertising on 
Youtube were mentioned as annoying, and the participants did not embrace the fact that they had to 
endure a thirty second advertisement when they wanted to watch specific content.  
As for the kind of advertising the participants found appealing, the consensus was that advertising 
and marketing campaigns should display content which reflect the identity of the product itself. In 
detail the participants wanted to know if they got what they paid for, or more, and if there was a 
downside or a catch to any possible investment.   
At this stage it seems relevant to discuss why people go to the cinema. Based on the participant’s 
response, it depends on the price, how the movie looks on the big screen and whether or not friends 
are able or willing to join in, and share the experience (Appendix: B). Thus it is relevant to ask how 
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the Deadpool marketing campaign could fulfill such demands. On average, each of the six 
participants from the interview goes to the cinema 7.91 times annually (Appendix: B). Ergo, if the 
mission were to convince this small group of individuals, the success rate can be measured by the 
three participants from the focus group who saw the film. Thus, there is an overall success rate of 
50% in this regard. These calculations can be further analyzed as two of these, or 33,3% (read. BB 
and LH, Appendix: B) were convinced via a personal recommendation, which can be attributed 
through brand advocacy and word of mouth. The last participant who saw the film accounts for the 
remaining 16,6% interview (read. JD, Appendix B). However, and as previously mentioned did the 
word of mouth process in this instance not occur from word of mouth, instead it came directly from 
the source of the marketing campaign as JD and his engagement and awareness happened through 
the internet, and Twitter.  
In sum, only one person from the focus group interview was directly convinced to see the film, due 
to the marketing campaign. Therefore, an argument can be made that the campaign did perhaps not 
have the intended reach. This can be corroborated by a statement from Alex Sabour, who did not 
initially recall any examples from the marketing campaign, apart from the trailer. Upon reflection 
he could only recall one more example, from the sketch show Saturday Night Live. Sabour stated 
that “…Kanye West goes on SNL and is bitching about Taylor Swift, so he is like backstage, there 
is a secret like recording of him like (…) “Who do they think I am, like I’m the greatest”, it’s like, 
he’s going on the Kanye rant, and then what they had with Deadpool, there was that he did a 
Deadpool like a rant in the same sense like…” (Appendix: A).  
The notion of hype was mentioned by Alex Sabour as a measurable entity. He provided the 
following insight to the matter, by utilizing momentum as tool “…you can definitely measure 
momentum, I mean when we look online, for example if you were to write hashtag Deadpool (…)  
It’s gonna give you a certain amount of tags. Then you can take another movie that’s out right now, 
what’s a movie that’s out (…) Ok, so then you can do hashtag (#singleinnewyork) Uhh, and then 
obviously you are gonna get a lot of other hashtags, associated with Single in New York, but it could 
be Single in New York Movie, every movie typically has their hashtag accounted for, and then you’ll, 
you will see a direct correlation between how many hashtags are done, and how much momentum 
and hype that movie has…” This is copacetic with the previously shown posts on (Instagram Posts 
1, p:31, 2, p:33 ,3, p:34, 4 p:34) and (Twitter Posts 3, p:31 and 4, p:31). These posts all encompass 
the hashtag #Deadpool, and would therefore be eligible for analysis.  
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In order to create engagement in this regard, a company like 20th Century Fox could utilize the users 
on social media to manufacture awareness on a larger scale, as depicted on (Twitter Post: 1, p. 31).  
Here the twitter user Nadeshot shares his feelings and impression of a prescreening event. Sabour 
elaborates on the benefits on this “…and then you can get something from there. So what you do is, 
you present them a fun activity to do, they do it, they tag it, and they share it with their network, so 
then if your average person is (in a network of) let’s say 350 people, they he shares it with those 
350 people, with the opportunity to go viral for more, and on top of that then you are just creating 
this “Hype”. Nadeshot do not hashtag the event, which arguably could have elevated the level of 
awareness, but as he does share the experience with his followers, engagement and awareness is 
created to a degree.  
Due to social media marketing, and a similar course of action as the one described with Nadeshot 
in the section above, where awareness amongst the participants of the focus group can be found. 
Several participants recalled an interest on the various channels, when Star Wars: Episode 7 became 
a reality, and started production (Appendix: B). According to them, the news was shared on 
Facebook, and recognized as a strong brand in advance. 
 
3.6 Why is the Deadpool Campaign special 
In order to provide a sufficient foundation for the problem statement, it is pivotal to argue why the 
content of the Deadpool marketing campaign can be argued as different. If such an argument is 
made, it will shed a light on the main issue, and whether or not the campaign is responsible for the 
financial success.  
It is possible to frame the Deadpool marketing campaign as a product of marketing 3.0 as coined by 
Philip Kotler (Kotler, 2010: 20). Kotler’s argument supports the notion that the campaign is 
contemporary, as it utilizes the newest tools within the spectrum of social media marketing. Kotler 
noted three elements of which the marketers are utilizing in order to communicate and benefit their 
relationship with the consumers, namely “thought, heart and spirit” (Ibid: 20). These denote the 
transition between marketing 2.0 and marketing 3.0 and they are to a vast degree a concern in the 
mind of the consumers, as they are becoming increasingly interested and aware. The Deadpool 
marketing campaign can be argued to encompass the “thought, heart and spirit” as theorized by 
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Kotler. The campaign has been heavily influenced by the use of the titular character of Deadpool, 
who has been present in many of the campaign initiatives (Appendix: C).   
An example of the this, is an interview with Mario Lopez, in which Ryan Reynolds discuss the R-
rating of Deadpool (youtube.com, 2015). The interview places Reynolds opposite Lopez, in separate 
locations, and the interview makes a mockery of the character with a reference to the 2009 X-Men 
Origins: Wolverine film. In that film, the character of Deadpool was not provided with a great story 
arc, and Reynolds seem adamant to change that. Mario Lopez goes on to inform the audience about 
the film receiving an PG-13 Rating, making it “family friendly” (Ibid, Youtube: 2015) as stated in 
the interview. This upsets Reynolds and the character of Deadpool appears behind Lopez, and 
executes him. In closing part of the interview, Deadpool breaks the 4th wall by explaining to the 
audience that “Deadpool will of course be rated R” (Ibid, Youtube: 2015).  
Based on Kotler’s theory, that the marketers who practice marketing 3.0 aims to further the 
communication between themselves and the consumer and/or user audience, Deadpool can be 
utilized as an example, particularly due to his presence on social media, where the marketers have 
been able to incorporate the fourth wall breaking, which is a trademark feature of the Deadpool 
character.  
This is exemplified with the aforementioned example of Deadpool addressing and entertaining the 
audience, by executing Mario Lopez. Violence is, in this regard utilized as a means to entertain via 
humorous illustrations, as depicted in the screenshot below (Screenshot:1).   
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Breaking the fourth wall is inarguably a major aspect of the Deadpool character. Moreover, is it 
something which have been a recurring theme in the Deadpool marketing campaign. Aside from 
posts on Twitter and Instagram, there has been a variety of initiatives, several of whom can be found 
on Youtube.  
In order to illustrate this, the following section will analyze two examples of campaign initiatives, 
in which the titular character of Deadpool interacts with the audience, while committing to task at 
hand. The first one is called “How Deadpool spent Halloween” (youtube.com, 2015). This places 
Deadpool in a playground, amongst a group of children, all dressed up as well-known X-Men 
characters. The video was posted on Ryan Reynolds own Youtube channel, and the description reads 
“A Deadpool documentary: the behind the scenes video of the making of a photo you may or may 
not have seen” (Ibid, Youtube: 2015). Herein Deadpool, interacts with the kids in a playful manner, 
which is in tone with the personality of Deadpool, all the while does he frequently address the 
viewing audience. This is an example of Deadpool breaking the fourth wall in what is described as 
a documentary. It is likely an attempt to create a humorous connection with the user audience.  
The second example is when the character of Deadpool “hijacked” the trailer for Fantastic Four. 
Considering the fact that Fantastic Four is an original Marvel Comics property, who is now owned 
by 20th Century Fox, it seems like a financial incentive to crossover the two properties is evident. In 
this instance, Deadpool does not appear until the end of the Fantastic Four trailer, but when he does 
he naturally assumes a storytelling position. As depicted in the following screenshot, Deadpool is 
face front towards the camera, breaking the 4th wall and communicates a message directly for the 
audience, after the trailer ends. (Screenshot: 2).  
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The announcement reads as follows “…It’s me, Deadpool with a special offer, see Fan Four in 
theatres this Friday, and I’ll throw in my Deadpool trailer, for free…” (youtube.com, 2015). The 
message has a clear purpose, as Deadpool aims to promote both of the properties owned by 20 th 
Century Fox (read. Deadpool and Fantastic Four). Moreover, does the clip depict the #Deadpool in 
the bottom right corner of the screen, thereby allowing the viewing audience to connect with 
Deadpool on the various social media channels.  
These three examples from the marketing campaign, can arguably be described as innovative means 
of marketing, due to the utilization of the humorous elements and their ability to create rapport with 
the user audience on social media. In all three cases, the titular character of Deadpool directly 
address the user audience and manages to market the film in the process. Deadpool manages to 
clearly communicate that the film is R-rated, which is clearly visible in the Mario Lopez interview, 
as well as the “documentary” on how he spent Halloween. He “kills” Mario Lopez, when Lopez 
praises the decision to make the film a family friendly PG-13 film.  He also engages with the children 
in the Halloween documentary, wherein his actions emphasize that that the character traits of 
Deadpool is not family friendly or copacetic with a PG-13 film. Lastly does he provide an incentive 
to see the Fantastic Four film, as the viewing audience will be rewarded by seeing his own trailer.  
 
3.7 Collaborative Marketing on Social Media 
As previously mentioned in the empirical interview, Alex Sabour stated that ““I would say that if 
you look at the numbers Deadpool has done phenomenal (…) and it’s done a lot better than a lot of 
other movies with well-known superheroes, which is strange because again nobody knows what 
Deadpool is, uhh so they were capable of pushing his persona, and pushing this kind of, you know 
anti-hero out, and it caught the interest of the movie goers. The past chapter argued how the studio 
were able to “push his persona”, as stated in the above cited excerpt by Sabour. The numbers i.e. 
the financial success in the box office, is what Sabour utilize in order to validate the argument. This 
section will analyze whether or not it is possible to validate Sabour’s argument from a theoretical 
perspective.  
As it is displayed in figure 1 (p. 26) already existing theories might get a new practice (Guldbrandsen 
et al, 2011:1097). Such a practice could be portrayed via the shift from marketing 1.0 to marketing 
2.0 as mentioned by Philip Kotler who stated that marketing 1.0 as belonging to the era of product 
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centricity and industrialization (Kotler, 2010:19). Marketing 1.0 did not focus on consumer relations 
and this arguably changed due to the change of consumer awareness, as the development of modern 
technologies advanced played a significant role. Marketing 2.0 saw a substantial increase of 
consumer focus, wherein the marketers are inclined to improve and develop products to a 
satisfactory level. Contemporary marketing, particularly on social media could be the result of the 
transition from marketing 2.0 to marketing 3.0. An argument could be made that the contemporary 
environment on social media channels provide venues for engagement. Online word of mouth can 
be obtained via the public articulation, that entail interactive user exchanges.  
Marketing 3.0 is described by Kotler as collaborative marketing, which according to him is a key 
aspect (Kotler, 2010: 27). It could be argued, that Ashley and Tuten denotes the characterization of 
marketing 3.0 as collaborative, with their statement on social media “Social media, which include 
online channels for sharing and participating in a variety of activities, represent an increasingly 
important way for brands to communicate with attractive audience segments” (Ashley et al, 2009: 
15). They state it to be increasingly important for brands to communicate with the user audience, 
which already was an important aspect of marketing 2.0. Social media provide a great avenue for 
the practice of marketing 3.0 due to the fact that it presents a vast realm of opportunities for creative 
engagement with the user audience. A movie studio like 20th Century Fox now has the opportunity 
to learn and adapt their content to suit the needs of the users. The users’ response is important to 
further the branding of a film, and for whether or not it will receive positive word of mouth.  
On social media, companies have the opportunity to utilize brand advocates, in order to further 
participation, and generate a positive reaction amongst the target audience. As previously noted, 
their job is to perform in a manner which “…speaks in favor of a product by passing along word of 
mouth (WOM) comments and messages to other potential customers in the hope that they will join 
in on purchasing a specific brand” (techopedia.com, 2016). Ergo, brand advocates have the 
potential to advertise and increase awareness via personal recommendations. If successful, it is 
possible to create hype. Hype seems to be a notable aspect of social media marketing, and something 
which can be obtained in more ways than one. As mentioned by Alex Sabour, is it possible to 
measure hype via hashtags (Appendix: A) and the momentum they potentially gain. The momentum 
is traced from the growth and spread of a hashtag like #Deadpool, and if the momentum crafts a 
sizable amount of hype, it will be easier to influence potential consumers amongst the user audience.  
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The notion of buzz marketing by Keller denotes the effect of hype via momentum. Buzz and hype 
are seemingly identical strategies, which both utilize word of mouth to their advantage.  Kellers 
statement reads “Companies are attempting to create this consumer word-of-mouth through various 
techniques often called buzz marketing (…) One popular method is to allow consumers who are 
likely to influence other consumers to “discover” the product in the hopes that they will pass a 
positive endorsement on to their peers...” (Keller, 2013: 246).  
Collaboration seem to be key when understanding contemporary marketing. This is what Kotler 
noted as an important character trait in marketing 3.0 (Kotler, 2010: 27). In social media marketing, 
the element of collaboration is noteworthy, as it could be identified as the driving force behind 
engagement and communicative action amongst a user audience. 
Furthermore, marketing 3.0 appear to share a connection towards the theory of web 2.0 as coined 
by Tim O’Reilly (Jenkins, 2013: 3). O’Reilly stated that the involvement of users is not an entirely 
new concept. Considering that web 2.0 “represents a reorganization of the relations between 
producers and their audiences in a maturing internet market, as well as a set of approaches adopted 
by companies seeking to harness mass creativity, collectivism and peer production” (Jenkins et al, 
2013:4). It would therefore seem that the collaborative element of marketing 3.0 share a direct link 
with the theory of web 2.0 which entail the use of mass creativity etc., which is attained via the 
utilization of the user audience. These theories can thus be argued to encompass the same ideology, 
which revolves around the procurement of the attention, collaboration and mass creativity of the 
users.  
This aligns with the previous model utilized by Guldbrandsen and Just (Figure 1, p. 26). Herein 
existing theories of online communication, develops a new method of practice.  Then a 
disconnection occurs, wherein this new method of practice becomes unique online communication, 
as new knowledge is formed. This knowledge is reconnected with the previous theories, which 
enable a new form of practice with the existing theories. They further state that ““Online 
communication has distinct features that separate it from more traditional modes of communication 
(mass and interpersonal communication)” (Guldbrandsen et al, 2011: 1098). If one were to apply 
this knowledge from Guldbrandsen and Just, to other theories and notions mentioned in this chapter, 
there would arguably be a variety of common denominators.  
Marketing 3.0 is the result of collaboration in the digital environment, and is enabled by 
collaboration amongst the user audience. Here an example of new knowledge, could be the ability 
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to measure and analyze the progress of hype via momentum, as stated by Alex Sabour (Appendix: 
A). This hype, or buzz (Keller, 2013: 246) can be argued to be the direct result of mass creativity, 
coming from a positive word of mouth, which incited the aforementioned collaboration. This is 
exemplified via hashtags, as they provide a something which can be analyzed for the purpose of 
corporate success. Hashtags can thus be recognized as unique tool in contemporary social media 
marketing, as they provide an option to implement a new method of practice. Per this logic, the 
deadpool marketing campaign could be identified as innovative to a degree, as they utilized all of 
the aforementioned tools in their campaigning initiatives, particularly on Youtube, Twitter and 
Instagram.  
Collaboration within the digital sphere and how mass creativity can be harnessed amongst the user 
audience, can be seen as a product of two-way communication. The mass creativity can be expressed 
by user posts, wherein certain opinions are expressed, and hashtags are included. Guldbrandsen and 
Just articulate two-way communication as an area of interaction wherein the user audience interacts 
with each other in multiple dialogue exchanges on the various social media channels. They stated 
that “the one interacts directly with the few, and indirectly with the many...” (Guldbrandsen et al, 
2011: 1100). 
In the empirical interview (Appendix: A) Alex Sabour contemplated the following concerning 
contemporary marketing on social media “The very first thing is to let go of the control, because 
when people try to over, overtly control and kind of uhh, process you end up killing the natural 
creativity that comes out. Uhmm, you know this was typical in the first, first few years of social 
media, that somebody would put out something, and all the companies would immediately rush to 
stop it as fast as possible. Uhmm, and now they don’t do that, right. now now, now companies are 
a lot more, you know willing to let the process, let, let it just happen, as it happens”. This would 
indicate that contemporary marketing on social media revolves around the user audience. Moreover, 
does it seem crucial not to hinder the mass creativity amongst the user audience. Sabour states, that 
there was an immediate adaptation process when social media was introduced. This past tendency 
reflected company policies of complete control, and that any user input or content creation would 
be removed if possible. The contemporary marketing on social media displays a significant change 
of this tendency. Now two-way communication and mass creativity materialize effortlessly, as 
companies have realized that overt control hinders any natural creativity, as Sabour interprets the 
issue (Appendix: A).  
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The reflections by Sabour touches another theory presented by Guldbrandsen and Just, concerning 
the areas of “negotiable and uncontrolled” both of whom are important aspects of online 
communication. Negotiable and uncontrolled infer that “communication is constantly ‘in-the-
making’. This means that online communication is an inherently negotiable type of communication 
that cannot be controlled by any single Actor” (Guldbrandsen et al, 2011: 1098). Sabour clearly 
agree with the current philosophy on present day marketing, as he believed it to be best that a 
company “Just let it unfold, see, see see where it ends up. There is a fine line though between it 
going you know, uhh controlled and uncontrolled, right, because uncontrolled is a shitstorm” 
(Appendix: A). It is possible to infer that Sabour believe that contemporary marketing poses a great 
venue for user creativity. However, it would seem that this negotiable sort of communication poses 
a threat as well, arguably since it cannot be managed by a single actor (Ibid, 2011:1098) as stated 
by Guldbrandsen and Just. This evidently accounts for Sabour’s opinion, that uncontrolled 
communication is a shitstorm, and if one were to interpret the various elements similarly to Sabour, 
the product of the communication ergo the content can be viewed as a threat. 
In sum it would therefore seem that the current tendency, which entails less oversight and control 
of the user generated content, functions as a two sided strategy. Without profitable input and 
beneficial mass creation, it would not be feasible to allow the creativity from the user audience, 
which characterize contemporary marketing as declared by Sabour. There is an element of risk 
involved, as the user generated content and collaboration between users and companies, may lead 
to a bad result. However, it is reasonable to assume that the benefits of the collaboration provide an 
overall result, which makes the potential risks worthwhile. It would seem to be a necessary addition 
in the portrayal of contemporary social media marketing. 
 
3.8 Deadpool from an innovative perspective 
There is a lot of empirical evidence suggesting that the marketing campaign for Deadpool stroke a 
chord with the user audience on social media. Apart from the record breaking box office results, the 
movie generated a lot of buzz in America.  
This can be measured in the engagement, which “…Deadpool has changed the movie marketing 
game. According to CNBC, “The ratio of people who click ‘thumbs up’ on movie trailers and clips 
usually clocks in at .02 to .06, according to social media-focused online magazine MoviePilot, and 
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a reading of 0.6 to 0.7 is considered better. By comparison, the ratio for ‘Deadpool’ is a whopping 
1.04.” This click-ratio translated into a history breaking $132.4M weekend premiere for an R-rated 
movie…” (socialmediatoday.com, 2016). Ergo the campaign had a significantly higher ratio of users 
who praised the film, and according to the aforementioned source, was responsible for the massive 
financial outcome.  
Test screenings like the one depicted by the user Nadeshot (Twitter Post: 1 p. 22), grew the user 
engagement in America even higher, actually surpassing the level of Star Wars: The Force Awakens. 
CNBC stated that “About two weeks before its release, "Deadpool" was regularly drumming up 
10,000 to 20,000 tweets, running just behind "Star Wars: Episode VII — The Force Awakens," 
according to BoxOffice.com. This past Friday, following early "Deadpool" screenings, that volume 
spiked to more than 90,000, surpassing "The Force Awakens” (cnbc.com, 2016).  This clearly 
emphasize the value of their social media campaign, and a significant rise in awareness amongst the 
user audience in America. Following the early test screenings, elements such as buzz and word of 
mouth have risen at a rapid rate, as illustrated by the 90.000 tweets. This signifies that there has 
been a significant development of the user interaction, wherein the topic discussed amongst the user 
audience is the Deadpool film.  
The Deadpool marketing campaign could thus far be argued to reflect the identity of the main 
character, and the nature of the R-rated film. The titular character of Deadpool is seen breaking the 
4th wall in various instances from the campaign, arguably targeted towards the main demographic 
of Deadpool. As for the main demographic “…At least 62 percent of ticket buyers were males, says 
Fox. And 47 percent were under the age of 25, a higher share than any recent comic book movie…” 
(hollywoodreporter.com, 2016). However, the campaign did also entail an initiative which arguably 
was intended to generate interest amongst the female demographic. According to an article from 
Social Media Today, movies often sell themselves as having something for 
everyone. Deadpool took a similar approach with a few strategically placed billboards with 
carefully chosen imagery and mood lighting that turned the movie away from a violent, male-centric 
movie. This is exemplified by the two Instagram posts on p.31 and 33, wherein the movie is 
presented with a romantic angle (Appendix: Instagram Posts 2,3). Moreover, these posters worked 
as advocates for the film’s release on Valentine’s Day. Therefore, it could be argued that the movie 
aimed itself for a female demographic, even though the film was aimed at men, according to Alex 
Sabour (Appendix: A).  
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4 - Discussion 
This thesis originated from the notions presented by Philip Kotler, and his book Marketing 3.0. The 
theories which have subsequently been utilized, do somewhat correlate and relate with his ideas and 
interpretation of the evolution of marketing. What has since been envisioned, was to compile a series 
of theories concerning contemporary marketing on social media, in order to explore how these can 
be recognized within the Deadpool marketing campaign. 
Based on the theoretical findings, it is now possible to achieve a discussion based on the theories 
utilized in this thesis. This will be done in combination with the empirical data, which has been 
gathered from the expert interview with Alex Sabour, as well as the focus group interview. In order 
to further argue the presence of marketing 3.0 in contemporary marketing, the empirical data from 
the focus group and expert interview will also be discussed. It is now possible to address the prime 
focus and key topic of the thesis. Therefore, I reiterate the problem statement, which read as follows  
“How did the financial success of Deadpool indicate reasons of successful exploitation of social 
media and social media marketing, and possibly demonstrate the affordances of Social media”?  
 
Phillip Kotler outlines the three stages of marketing through the ages, as marketing 1.0, 2.0 and 3.0. 
He does so by utilizing a quote by Henry Ford, concerning marketing 1.0. This quote symbolizes 
what Kotler believes to encompass the marketing landscape at the time. The quote by Ford stated 
that “All customers can get their cars painted in the exact color that they want, as long as it is 
black” (Kotler, 2010: 19). This is something in which Mark Andrejevic further substantiates “…the 
post-Fordist production process directly exploits the communitarian dimension of social life” (…). 
By capturing and channeling user-generated activity for marketing purposes, emerging forms of 
online commerce subsume the potential diversity of social life to narrower commercial interests” 
(Andrejevic, 2011: 83). In my opinion, Andrejevic manages to describe the power of the digital 
environment. The notion of exploitation towards commercial interests, and how this is achieved 
through user generated content, could account for 20th Century Fox, and their immense presence on 
the various social media platforms. As the production company, who financed the 58-million-dollar 
budget for Deadpool, it stands to reason that they would utilize social media to generate profit. In 
my view, awareness, interest and engagement on social media channels can lead to a larger profit. 
 
 
58 | P a g e  
 
The marketing campaign for Deadpool managed to attain all of these, as previously illustrated by 
the posts on Twitter and Instagram. As previously mentioned more than 90,000 tweets followed the 
early test screenings in America, and the campaign surpassed the numbers gained by Star Wars: The 
Force Awakens (cnbc.com: 2016).   
It is possible to draw a connection between participatory culture as theorized by Henry Jenkins, and 
social media. Social Media provides different platforms, who serve the users by providing them 
with the tools for creative expression. To reiterate, Jenkins noted that “participatory culture is 
emerging as the culture absorbs and responds to the explosion of new media technologies that make 
it possible for average consumers to archive, annotate, appropriate, and recirculate media content 
in powerful new ways” (Ibid:8). Hence, the explosion of new media technology e.g. social media 
channels, has led to an evolution of user involvement. The user audience are now able to create 
content, which can be modified in a number of ways. These ways, as stated by Jenkins are powerful, 
and able to benefit companies as well. New media, and by extension social media, serve companies, 
as they are able to harness the creative expressions such as user generated and/or modified content. 
In doing so, a company like 20th Century Fox is then able to use their user audience as co-creators, 
as noted by Jenkins, who stated that “The emerging business superstars in this category have 
promised users greater influence over the production and distribution of culture, and “users”, 
“consumers” and “audiences” have been reimagined as “co-creators” (Jenkins et al, 2013: 4). In 
my view, is it possible to connote the transition from marketing 2.0 to marketing 3.0 due to the fact 
that Jenkins state that users, consumers, and audience have been reimagined as co-creators. 
Kotler noted that we are currently witnessing the transition from marketing 2.0 to marketing 3.0, 
and the era of values. The era of values provides a new perspective towards the interpretation of 
contemporary marketing. Marketers have amplified the level of awareness towards user influence 
and satisfaction, and the consumers are no longer merely consumers. If one were to apply the notions 
presented by Kotler and Jenkins, the transition towards marketing 3.0 becomes evident. Kotler states 
that the era of values entails three elements, namely “thought, heart and spirit”. These elements 
denote the fact, that users now inhabit the role of co-creators and the existence of marketing 3.0. 
these elements are present within the user generated content, and users expect them to be present 
within the content presented by the companies as well.  
According to Kotler, values are a concern in the mind of the consumers and there are specific needs 
to be met when communicating with the consumer audience. Kotler notes the presence of three inner 
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needs as social interaction, economic matters and environmental justice (Kotler, 2010: 20). These 
needs can be recognized within a social media context, and the companies who interact and 
communicate with the user audience therein. In the process of development, a connection and/or 
process denotes Jenkins statement on users, and their possibility to influence the production and 
distribution of culture. Social media provide an outlet that serves as a mediator for creative 
expression. This a process of creativity and interaction, with those companies who are actively 
participating on social media. Herein users have the possibility to apply the social media tools to 
generate content, which serve to communicate their message. Furthermore, this message may 
contain these inner needs, and reflect their stance on environmental justice, economic matters and 
lastly fulfil their desire for social interaction.  
In my view, marketing 3.0 exits within an online participatory culture, which is present on the 
various social media channels. These channels present the users with a variety of information and 
tools, which makes the user generated content possible to create. According to Kotler, marketing 
2.0 was characterized by a corporate strategy of persuasion through the manufacturing of superior 
products. This process has been altered by the contemporary user involvement, and companies now 
utilize the added component of user interaction in order to shape their marketed content. Companies 
who interact and develop their content in a collaborative way, may also be characterized as business 
superstars and practitioners of marketing 3.0, if interpreted from Jenkins perspective.   
I will argue that contemporary marketing and marketing 3.0 is a result of a collaborative process 
between creators in the companies, and the co-creators in the user audience. Mediation of content 
is no longer a process in which something is developed by a company, and the marketed towards an 
unresponsive consumer audience. The current process of marketing in the digital space, is something 
Alex Sabour shared some insights towards. Sabour agree with the current philosophy on present day 
marketing, as he claimed that you as a company should “Just let it unfold, see, see see where it ends 
up...” (Appendix: A). This Sabour stated in relation to the notion that contemporary marketing, 
should not be affected by any creative constraints. 
If a company did not allow the user audience to engage with them, it would constrain both parties. 
The user audience would in my opinion experience a feeling of frustration as they would not be 
allowed to post, or otherwise influence a campaign, by the use of user generated content. Moreover, 
this would constrain a company as well, as they would not be able to benefit from the mass creativity 
from the user audience. Thus, a company would not be able to harness the content, generated by the 
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mass creativity. In the digital space, contemporary marketing and mediation of content, occur 
frequently via social media channels. Herein” The emerging business superstars in this category…” 
(Jenkins et al, 2013: 4) markets and develops their products in collaboration with the user audience. 
In my view, this constitutes a logical choice on several levels. Firstly, it will ensure that the users, 
whom also constitute the consumers feel satisfied by their inclusion, as they are allowed to develop 
and communicate with the companies via posts, comments or user generated content. Second, an 
inclusive marketing strategy will arguably benefit the financial gain, as well as the overall reputation 
of the company.  
The inner needs presented by Kotler (Kotler, 2010: 20) could in my view account for the empirical 
data which was gathered in the focus group interview. Herein the participants interpreted the identity 
of the content they liked and/or shared amongst their friends. The most noteworthy content shared 
by the participants varied between posts about people in need of a place to live, fun and political 
posts (Appendix: B). The fact that this is most noteworthy content, aligns with the fact that Kotler 
names the three inner needs as social interactions, economic matters or environmental justice (Ibid). 
People in need of a place to live clearly belongs within the social and economic areas. In my view, 
social life is highly dependent on where and/or how you live, and the economic aspect is important 
as it may determine whether or not a way of life is economically viable. Moreover, I believe that 
the field of politics is very relevant when it comes to economic matters.  
Thus, it makes sense that these are the matters in which the focus group presented as the most 
frequently liked and/or shared content. In my view, politics and housing matters constitute issues 
which exist within the inner needs, as noted by Kotler. Specifically, they belong with the social and 
economic needs. The social element as recognized by Kotler (Kotler, 2010: 20) could in my opinion 
be attributed to the funny elements of the Deadpool marketing campaign. The consensus amongst 
the focus group participants was that funny social media content could fulfill their inner socializing 
needs (Appendix: B). Alex Sabour stated that he thought the social media marketing campaign for 
Deadpool was “fun, edgy and targeted” (Appendix: A). Consequently, the idea that fun may 
constitute the social, arise. Therefore I will argue that the campaign fulfilled a required inner need, 
the social.  
In relation to communication, and in particular communication with a consumer audience, Alberto 
Dafonte-Gomez contributes to the comprehension of the area. Whereas Kotler noted environmental 
justice, economic and social matters, Dafonte-Gomez provides another view towards consumer 
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motivation, and the desire to generate word of mouth. Like Kotler, he also presents a list with three 
subjects on it, all of whom specifically designed to drive consumer engagement. Dafonte-Gomez 
states that “…human beings communicate and relate to satisfy personal needs according to three 
axes: inclusion, affection and control” (Dafonte-Gomez et al, 2014: 201). An argument can be made 
that inclusion is related to the argument presented by Jenkins. Contemporary practitioners of 
marketing 3.0, develop and market their products in collaboration with the user audience. In my 
opinion, that signifies an inclusive marketing strategy, which is likely to create a profit.   
Moreover, an argument could be made that the overall reputation of a company, such as 20th Century 
Fox, has only benefitted from the response by the consumer audience. This is evident by the record 
breaking box office results. Thus, inclusion and adaption from a marketing 2.0 towards a marketing 
3.0 strategy may lead in the direction of economic gain. The creativity that emerge from the 
collective user audience, can be harnessed by e.g. 20th Century Fox in order to create awareness 
about their brand, which in this case would be the film Deadpool. Word of mouth can in this context 
be a powerful force, when harnessed and utilized by the company in question. 
In my view, word of mouth or WOM has the potential to create a profit when and if a company 
chooses to listen and adapt their campaign towards the will of the user audience. They are the source 
of profit, as they entail the consumers, who also constitute users, and the user audience. As an 
example, one could hypothesize that Deadpool had not received an R-rating. Had the film been a 
PG-13, many of the identifiable traits of the titular character, would not have been feasible to 
include, as they are violent and graphic in nature.   
As for word of mouth, I will argue it to be an essential component of a marketing campaign on 
social media. It is something which can be generated through buzz marketing, as noted by Kevin 
Lane Keller. In buzz marketing, Keller noted a popular method for generating interest within the 
desired consumer segments. He stated that “…One popular method is to allow consumers who are 
likely to influence other consumers to “discover” the product in the hopes that they will pass a 
positive endorsement on to their peers...” (Keller, 2013: 246). This is clearly evident by the fact that 
the film managed to generate a significant amount of buzz, following the early surprise screenings. 
The numbers surpassed those generated by Star Wars: The Force Awakens, ergo it seems logical to 
assume that the reaction was positive, or at least substantial. I will argue that this illustrated a 
positive buzz surrounding Deadpool, even before the theatrical release. Moreover, I contemplate 
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that this buzz could be attributed to the financial success of the film, and account for their 
monetization strategy.  
It is my belief that the social media marketers behind the campaign for Deadpool, held early 
screenings of the film in America for a specific purpose. This purpose was to enable the word of 
mouth in the digital space. It seems logical to produce a monetization strategy which include early 
screenings with notable social media users in attendance like Nadeshot. Their presence can arguably 
be attributed to the 90.000 tweets which were generated by these early screenings. In my opinion, 
Nadeshot was in this instance used as a brand advocate, perhaps without even knowing it.  
It my belief that a social media user like Nadeshot, were exploited by 20th Century Fox, for his 
ability to generate word of mouth. Word of mouth has the capacity to cause participation on social 
media, which he as a brand advocate can stimulate. It is clearly noticeable in (Twitter Post: 1, p. 31) 
that Nadeshot praises the film, which creates a response form the other social media users, and 
denotes his status as a brand advocate as he “…speaks in favor of a product by passing along word 
of mouth (WOM) comments and messages…   (techopedia.com, 2016). The response generates 
almost 9.000 likes, and close to 2.000 retweets about the topic. There is a collective response from 
more than 10.000 users on Twitter, all of whom belonging to the recipients. In his role as a brand 
advocate, Nadeshot directly influence these users, whom are all reacting to his positive endorsement 
of the film.  
The early screenings accumulated a huge amount of interest, if measured by the sheer amount of 
tweets. Therefore, I will argue that the financial forecast for Deadpool looked positive before the 
theatrical release, arguably due to the positive endorsement from the user audience. The social media 
campaign for Deadpool generated notoriety to a high degree, which is exactly what the outcome 
should be. In my opinion, this is an example of good practice within the realm of social media 
marketing. If one were to sum up the process in a single sentence, it could be “Word of mouth is 
generated via the exploitation of brand advocacy, performed by notable social media users”. I 
believe that users like Nadeshot, have the capacity to generate positive endorsement amongst a mass 
audience, especially if the endorsement reflects his own interpretation of the content. In this case, 
that content was an early screening. In the case of the Fantastic Four film, the reaction on social 
media was not as positive. It was produced by 20th Century Fox, exactly like Deadpool but it never 
proved to be a financial success. 
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Instead, the film suffered financially. Before the film’s theatrical release, it became evident that 20th 
Century Fox lacked faith in their property, as they chose to place an embargo on “…online US 
reviews until the week of the film’s 7 August debut, and until the day of its release for print outlets, 
which is almost never a good sign” (TheGuardian.com, 2015). In doing so, I believe that the studio 
tried to ensure any sort of information from spreading. Ergo, any sort of positive endorsement from 
potential brand advocates became impossible, as no one were allowed to react in a social media 
setting. In my view, no endorsements equal bad reception. It signifies that the studio feared the 
outcome of user awareness, and therefore wanted to prevent them from reviewing the film. 
Overall, such preventive actions did not display any confidence, which reflected poorly on their 
social media strategy, or lack thereof. According to Alex Sabour, such actions display an early 
tendency of social media marketing, about the issues of control and creativity. He contemplated that 
“… you end up killing the natural creativity that comes out. Uhmm, you know this was typical in 
the first, first few years of social media, that somebody would put out something, and all the 
companies would immediately rush to stop it…” (Appendix: A). This would indicate that the online 
and print outlet embargos, that was issued by 20th Century Fox demonstrated a lack of foresight. In 
my view, their actions were intended to prevent any form of bad press from the user audience, and 
critics as well. I will argue that the embargo reflected an old social media strategy, and portrayed 
20th Century Fox as an insecure company, who should have acted in a manner that reflected the 
contemporary ideology of social media marketing. Fantastic Four had a 120-million-dollar budget, 
and only managed to earn 167.977,596 million dollars worldwide (Boxofficemojo.com, 2016). One 
might draw the conclusion that their own displays of insecurity, kept the movie going audience from 
seeing the film.  
Social media marketing takes place within the world of online communication. This is an area 
wherein the theory provided by Guldbrandsen and Just, furthers the understanding of online 
communication. I believe that their interpretation of online communication, contributes toward the 
contemporary understanding of social media, and social media marketing.  They utilize a five-part 
theory on online communication (Guldbrandsen et al, 2011: 1098, 1099, 1100). 
The first feature is called ‘negotiable and uncontrolled’ which infer that “communication is 
constantly ‘in-the-making’. This means that online communication is an inherently negotiable type 
of communication that cannot be controlled by any single Actor” (Guldbrandsen et al, 2011: 1098). 
I will argue that online communication is alike social media in the sense that both are negotiable 
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types of communication, that can not be controlled by any single actor. When content is published 
on social media, it becomes public and open for interpretation by the user audience. The user 
audience determine whether or not something is received positively or negatively. This is something 
Guldbrandsen and Just further denotes, as they state that online communication is facilitated by the 
users and their easy access towards using or producing content (Ibid: 1098).  
Furthermore, Guldbrandsen and Just consider the recent innovation in the area of online mediation, 
and they do not view the user audience as passive actors, in the process of generating content (Ibid: 
1098). In my view, social media and the effects of social media marketing is determined by the 
users. This I believe, as the fate of any given campaign on social media, is determined by the reaction 
and reception from the user audience. Thus, the efficiency of a campaign, like the social media 
marketing campaign for Deadpool, is dependent on a positive outcome.  
Kotler claimed, that a marketing 3.0 setting has the user in a central role. Marketing 3.0 is also 
known as the era of values (Kotler, 2010: 19). Kotler states, that the value of a product is determined 
by the consumers, all of whom have various and differing preferences (Ibid:19). He believes, that 
marketers are obliged to create superior products, in order to achieve a positive result from the target 
audience (Ibid:20). If applied in a social media context, Kotler denotes my impression of the users. 
This sustains my argument by adding credibility and assurance towards the users and their 
role/purpose within contemporary marketing.  
The second feature of online communication, as noted by Guldbrandsen and Just, is called ‘Time-
Space Free’. According to Guldbrandsen and Just “…online communication is not constrained by 
offline temporal or spatial issues. Anyone can communicate online anytime anywhere…” 
(Guldbrandsen et al, 2011: 1098). In my view, social media is a venue for online communication, 
as it provides a location for the user audience to interact with each other, post content, and/or provide 
content for others to consume. As mentioned by Guldbrandsen and Just, online communication is 
not constrained by offline temporal or spatial issues. Ergo, they are not limited or affected by any 
physical factors. From my perspective, neither online communication nor social media are 
constrained by any spatial issues.  
This suggest an innovative leap from the era of marketing 1.0 and product centricity, as noted by 
Kotler (Kotler, 2010: 19). This was an era of industrialization in which products were simple and 
marketed towards a mass market (Ibid: 19). Therefore, online communication and by extension 
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social media can be argued to present opportunities which denotes a change in the companies and 
their attitude towards mass marketing.  
The third feature mentioned by Guldbrandsen and Just, concerning online communication is called 
‘Hypertext’. This refers to the practice of linking, and is described as “…a mode of textuality that 
encourages writerly, active reading rather than passive consumption…” (Guldbrandsen et al, 2011: 
1099). As such, this feature furthers the comprehension of online communication and social media, 
wherein linking is a tool which can be used by users or marketers. As a tool I believe it motivates 
the marketers and the user audience in the sense that both desire to provide something for others to 
consume. With the introduction of online communication and social media, marketers must now 
face a reality in which their products are no longer the subject of passive consumption, unlike the 
era of product centricity. This marks another indication of the transition from marketing 1.0 towards 
the modern era of online communication and social media marketing. In my opinion, marketing 1.0 
was characterized by one-way communication, which is disabled due to modern technology and the 
communicative abilities it facilitates.  
The fourth feature of online communication is what Guldbrandsen and Just refers to as the ‘Hyper-
Public’ and it concerns the issue of privacy, which consequently has become an issue, due to the 
emerging social media platforms wherein “The private becomes public as people are increasingly 
publicizing all aspects of their lives on the internet, thus putting private issues to public scrutiny 
and debate”. (Ibid:1099).  Here it seems evident, that Guldbrandsen and Just refer to social media, 
as their notion of hypertext arguably exemplifies a distinctive feature of it. It refers to the lack of 
privacy amongst the users, when the private becomes public. However, as this dimension to private 
life has emerged, so has the opportunity to scrutinize the companies. Users generate content for 
publication and debate, and I belief the companies share the same motives. Companies and the user 
audience share the tendency to publish these intimate details in order to define their content, and 
what they wish to represent.  
The fifth feature and final dimension to Guldbrandsen and Just, and their theory on online 
communication revolves around ‘two-way mass communication’. This feature states that “the one 
interacts directly with the few, and indirectly with the many. Overlooking this feature has fostered 
the view that online communication is ‘just another kind’ of face-to face communication” (Ibid: 
1100).  This marks the fifth, and arguably the key feature presented by Guldbrandsen and Just. It 
stands in contrast to marketing 1.0 as the era of passive consumption. Here the one interacts directly 
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with the few, and indirectly with the many, which is true for both companies and user audiences. A 
user may choose to interact with many and one at the same time. This was done by the twitter user 
Nadeshot (Twitter Post: 1, p. 31) as he utilized this social media channel in order to share his 
impression of Deadpool. In his tweet, and role as a brand advocate, he manages to address his 
followers by describing his experience with the film, while praising Marvel. Thereby he interacts 
with Marvel, as he specifically expresses his delight with the experience. Nadeshot technically 
makes a mistake by praising Marvel for the event, as they not produce the film. Clearly his praise 
should have been aimed at 20th Century Fox, who made the film. 
It could be argued that the Deadpool marketing campaign, and its presence on social media has was 
a strategy, which was not aimed towards a mass market. First and foremost was the movie given an 
R-rating, which excluded children below the age of 18 from seeing the film without the company 
of an adult. Secondly, is the P&A spend (prints and advertising) less vital as it is marketing in the 
physical space. Online marketing does not require any physical means and content can be produced 
from a laptop. This correlates with a statement from the earlier mentioned Forbes article, which said 
“…the future of the movie business lies in niche markets – not in generalized mass appeal…” 
(Forbes: 2014). This align with the theory presented by Guldbrandsen and Just, about online 
communication as an argument could be made that the marketers targeted a specific group within 
the user audience, arguably above the age of 18. In doing so, they would do as noted by 
Guldbrandsen and Just, as they would then be interacting directly with a few, and indirectly with 
many (Guldbrandsen et al, 2011: 1100). 
The early fan screenings were arguably intended for a specific group of users, for 20th Century Fox 
to interact directly with. This could be done by presenting them with some privileged content such 
as the Deadpool film. Such privileged users, like Nadeshot, could then in his role as a brand 
advocate, perform the task of interacting with the many, on the behalf of 20th Century Fox. In doing 
so, 20th Century Fox would apply the buzz marketing principle and generate awareness by having a 
user starting the buzz, as noted by Keller “…One popular method is to allow consumers who are 
likely to influence other consumers to “discover” the product in the hopes that they will pass a 
positive endorsement on to their peers...” (Keller, 2013: 246).  
It is arguably difficult to prove that Nadeshot knowingly acted as a brand advocate on the behalf of 
20th Century Fox, when he endorsed the screening of Deadpool, as he wrote "This is how I just spent 
my afternoon! OFFICIALY ONE OF MY FAVORITE MARVEL MOVIES OF ALL TIME. SO 
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GOOD!” (Twitter Post: 1, p. 31).  Hypothetically he could have been sponsored by 20th Century 
Fox when he wrote positively about the film, however this remains unknown as well.  
The possibility remains that Nadeshot was exploited by 20th Century Fox, when he was invited to 
the early fan screening. If this is the case, it would support the following theory that “the post-
Fordist production process directly exploits the communitarian dimension of social life” (…). By 
capturing and channeling user-generated activity for marketing purposes, emerging forms of online 
commerce subsume the potential diversity of social life to narrower commercial interests” 
(Andrejevic, 2011: 83). This postulates that a diversity exists on social media, which is worth 
exploiting. This would account for a company such as 20th Century Fox, and the use and exploitation 
of social media marketing.  
The online communication, which is enabled by social media, is in this context an exploitable 
process. Thus the proposed issue by Jenkins, which is the transparency problem arise, as it concerns 
the challenges young people face, in learning how to recognize the ways in which media shape 
perceptions of the world (Jenkins, 2009: Exec. Summery). Nadeshot is a user alias and the age and 
identity of said individual is unknown. However, it would seem logical that 20th Century Fox would 
invite users whom are able to relate to the user audience, and belong to the same segment. Therefore, 
Nadeshot is arguably within the target demographic of Deadpool, which according to Sabour and 
Mendelsohn “…is aimed at the Id of the stereotypical fifteen-year-old Caucasian male, be it literal 
or an older male indulging in a teenage mentality…” (Forbes.com, 2016). Sabour also that “…this 
is a movie AIMED at men (…) it is definitely a movie that is aimed at that segment, and it is aimed 
at a younger male segment. It’s not aimed for men over 50 you know…” (Appendix A). In addition, 
three participants from the focus group saw the film, and the majority of them i.e. two are men 
beneath the age of 50. Age and identity aside, Jenkins theory remain applicable to the extent, that 
Nadeshot may not know his possible influence on social media, and how this can be exploited.  
Social constructivism and the elements within, were chosen as the outset and approach of this thesis. 
It uses the key features as outlined by Vivien Burr, and they constitute the mindset behind the thesis.  
Burr noted that a “critical stance towards taken for granted knowledge” as the first of these key 
features (Burr, 1995:2). With this in mind, the aforementioned issue of exploitation is seen through 
a critical lens. Burr elaborates on the matter, and said critical stance, as she noted that it “cautions 
us to be ever suspicious of our assumptions about how the world appears to be…” (Ibid). Thus, any 
personal opinions and/or suspicions towards exploitation of the user audience remains speculative.   
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Similarly, to the possible exploitation of the user audience, in regards to their social media activities 
and whether or not these are commercially exploited, social constructivism may also further the 
comprehension of the various stages of marketing, as outlined by Kotler. Burrs second feature of 
social constructivism, concerns the “Historical and cultural specificity” (Ibid). As Burr states 
“…all ways of understanding are historically and culturally relative. Not only are they specific to 
particular cultures and periods of history, they are seen as products of that culture and history, and 
are dependent upon the particular social and economic arrangements prevailing in that culture at 
that time” (Ibid). In this context, this feature is relevant in relation to the theoretical practice of 
marketing 1.0. This era focused on product centricity and industrialization, and the comprehension 
of marketing 1.0 has in this thesis, been rooted in the understanding of marketing 1.0 as an era which 
did not encompass a particular focus on the consumer audience, unlike the understanding of 
contemporary social media marketing.   
 
The overall comprehension of the theoretical source material and the empirical data, has been 
interpreted in regards to the third feature of social constructivism. Herein Burr stated that 
“Knowledge is sustained by social processes” (Ibid).  Additionally, did the thesis evolve due to the 
research process, the data from the focus group and expert interview and the reflections and 
knowledge these provided.  
 
Social media marketing, and it communicative applications of it has been explained throughout this 
thesis. The 90.000 tweets regarding the early fan screening on social media, and the financial 
numbers it garnered, illustrated the success of the opening weekend. This indicated an effect of the 
marketing campaign. It depicts a reality wherein the American user audience has been satisfied by 
the campaign, and the financial reception suggest that the campaign was perceived well. Still, the 
data from the focus group and expert interviews and the reflections and knowledge provided by 
these suggested that the influence of the social media marketing was limited outside America. It had 
little effect on the focus group participants, which is indicated by the empirical data presented in the 
thesis, as three of the participants did not recall anything in particular, which suggest that the 
campaign did not manage to generate awareness amongst the Danish users on social media. Similar 
results were obtained by the expert interview. Alex Sabour did not immediately recall any of the 
social media marketing initiatives (Appendix: A). 
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The last feature mentioned by Burr concerns how “Knowledge and social action go together” (Ibid). 
This feature, and what it comprises of is an equivalent example of the perceptions towards the 
theoretical and empirical aspects of this thesis. The theory is rooted in the three stages of marketing, 
and the perception of these stages has seen these as a transition from one stage to the next. The 
theory and the empirical data has subsequently been interpreted in a manner which depict the 
implications of these transitions. The introduction of web 2.0 serve as an example of these 
transitions and how these come about. 
 
I will argue that the concept of web 2.0 is a product of modern technology, which furthers the 
transition towards marketing 3.0. Web 2.0 represents a reorganization of the relations between 
producers and their audiences in a maturing internet market, as well as a set of approaches adopted 
by companies seeking to harness mass creativity, collectivism and peer production” (Jenkins et al, 
2013:4). The inception of web 2.0 as a product of modern technology, and transition towards 
Marketing 3.0. This is known as the era of values, as phrased by Kotler, namely the “thought, heart 
and spirit” (Kotler, 2010: 20). These values further denote the transition from marketing 2.0 towards 
marketing 3.0, according to Kotler. In addition, I will argue that these values determine whether or 
not a user will pass along a positive endorsement, in regards to a form of content, which represent 
and encompass these values as noted by Keller (Keller, 2013: 246). Keller noted that it is the hope 
of the companies, that the discovered content will receive consumer praise. 
The era of values, further entails three inner needs of which Kotler notes to be social, economic and 
the environmental justice. Any content deemed worthy by the user audience to receive a positive 
endorsement, must also include these needs. This is interesting as Dafonte-Gomez has a similar 
understanding of the contemporary marketing, and consumer motivation. In order to achieve active 
participation by the user/consumer audience, Dafonte-Gomez contributes towards the understanding 
of consumer motivation and the desire to generate word of mouth. In his view, three axes, or values 
as Kotler would say, drive the consumer engagement. He believes that “… inclusion, affection and 
control” are necessary as well, in order to achieve consumer satisfaction (Dafonte-Gomez et al, 
2014: 201).  
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5 - Conclusion 
I believe that the social media marketing campaign for Deadpool serves as an example of creative 
freedom without restrictions. The marketers behind Deadpool were able to represent themselves via 
contemporary marketing tools and were able to achieve a substantial user reaction and awareness. 
They managed to connect with the user audience, which generated a measurable hype in America. 
This is clearly indicated by the opening weekend box office results13.   
As for the matter of marketing creativity, the marketers were given a carte blanche and granted 
complete control vis-à-vis the creative aspects of the campaign (Forbes.com). The article stated that 
“… studio executives can be some of the slowest to adapt when it comes to trying new things. Which 
is why it was remarkable to see Fox essentially give its team carte blanche to do what it wanted with 
the campaign”. (Ibid: Forbes). Thus, the marketing campaign for Deadpool seem to be the result of 
immense creativity, that became possible due to some risk taking by the executives from 20th 
Century Fox. I will argue that the decision itself was innovative and subsequently the campaign 
became inventive and innovative as well. It was a decision which allowed the marketers, to shape 
the campaign in a way that resonated with the user audience. The titular character of Deadpool was 
included in several instances from the social media marketing campaign. Implementing the 
character himself, in much of the applied campaigning material for Deadpool, denoted the fourth 
wall breaking nature of the film, the violent aspects of the character and the identity of the campaign.  
The marketers utilized social media channels as various outlets, in order to communicate with the 
user and consumer audience. By placing the character of Deadpool front and center of the campaign, 
Deadpool, portrayed by Ryan Reynolds, interacted with the users in a continually self-referential 
manner. In doing so, Deadpool interacted with the users, and marketed the film at the same time. 
Therefore, the creative freedom, which was bestowed upon the marketers, and by extension 
Reynolds, allowed for communicative and self-referential elements, in a way which reflected the 
nature of the character. 
I believe the campaign resonated with, and used/exploited the user audience in America. This could 
account for the more than 90.000 tweets, who followed an early screening of the film. These 
numbers amassed more than the numbers gained by Star Wars: The Force Awakens. In my opinion, 
                                                             
13  $152,193,853 - http://www.boxofficemojo.com/movies/?page=weekend&id=deadpool2016.htm  
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these early fan screenings in America, were held with the specific purpose of user exploitation. This 
happened through the studios intended use of brand advocates, in order to spur some interaction on 
the various social media channels. I believe that the leaked test footage, perhaps convinced the 
studio to allow the movie to receive an R-rating, as they were able to track the videos progress and 
reception with the user audience.  
Herein they were able to measure the hype and/or momentum of which it garnered. Alex Sabour 
noted that momentum is a measurable entity, and provided the following insight towards its 
functions as a tool “…you can definitely measure momentum, I mean when we look online, for 
example if you were to write hashtag Deadpool (…)  It’s gonna give you a certain amount of tags 
(…) every movie typically has their hashtag accounted for, and then you’ll, you will see a direct 
correlation between how many hashtags are done, and how much momentum and hype that movie 
has…”.  A hashtag is arguably not a common occurrence on Youtube. However, it is deeply rooted 
in the expressive medias, as noted by Kotler (Kotler, 2010: 24). Herein, a studio could easily track 
the development on a post on Instagram from an early fan screening of Deadpool.  
It is my belief that we live in a world of marketing 3.0, which occurred due to the evolution of 
modern technology. This provided a set of tools which define the contemporary opportunities within 
the realm of social media marketing. Considering the implications of the introduction of web 2.0 
which “represents a reorganization of the relations between producers and their audiences in a 
maturing internet market, as well as a set of approaches adopted by companies seeking to harness 
mass creativity, collectivism and peer production” (Jenkins et al, 2013:4). I will argue that this 
reorganization of relations between producers and the user audience, prompted a reaction from the 
marketers, to utilize the new tools at their disposal. These tools provide the user audience or 
marketers with abilities, in regards to tagging, sharing, liking, commenting sharing, participating, 
creative expression and collaboration. I believe that these tools arose due to the introduction of 
marketing 3.0, and the values it encompasses. It is known as the era of values, which comprehend 
the notions presented by Kotler known as thought, heart and spirit. (Kotler, 2010: 20). Furthermore, 
do this era encompass the inner values of the social interactions, the economic matters and the 
environmental justice (Ibid:20).  
The user audience are now in the same position as the marketers, in their role as brand advocates. 
This is a relationship unlike the one which denoted the era of product centricity and industrialization 
called marketing 1.0 (Kotler, 2010: 19). Before the online communications technology and social 
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media channels, this relationship was not possible in my view. I will argue that the presence of 
modern and social media marketing, has subsequently filled the world with a variety of theories, all 
aiming to define this contemporary era of marketing. Kotler and Dafonte-Gomez both have their 
perception of the current reality, and I believe both to be true. Dafonte- Gomez presents a view of 
three axes, or values, necessary to drive the consumer engagement “… inclusion, affection and 
control” all of whom are needed in order to achieve consumer satisfaction (Dafonte-Gomez et al, 
2014: 201). Additionally, has the modern era of social media marketing been equipped with a system 
of two-way communication, as noted by Guldbrandsen and Just. This system, which reflect the 
ideology of marketing 3.0 in my opinion, entails a collaborative relationship between the users, and 
producers of content. Both of whom are capable of contributing towards the identity and shape of 
the marketed content. Lastly, I believe that the users are responsible for the success of a film, when 
it comes reception. In this context Liefeld credited the power of the internet, and the influence of 
positive buzz, as he said “…Can you imagine if the masses had disapproved of the footage? In this 
ruthless take down culture ... it could have been ugly. Fortunately for all involved, it broke on the 
overwhelmingly positive side (cinemablend.com, 2015).  
Having contemplated these issues, I will now seek to answer sub-questions of the thesis.  
“To what extent can social media marketing, account for the exploitation of the user audience?”. 
Social media marketing can account for this exploitation in a variety of ways. Exploitation can in 
this regard be viewed from both positive and negative perspectives. There is a way to frame the 
exploitation of a brand advocate positively. In order to achieve positive buzz via word of mouth, 
users act voluntarily as they post content on social media. Hypothetically, one could assume that an 
early fan screening is held for this exact purpose. To frame the exploitation negatively, one could 
view the marketers as lacking transparency, in choosing their venue for commercial gain. It seems 
reasonable to assume, that the marketers are not concerned about who views their R-rated content 
online, as long as it incites awareness.  
 
Having answered the sub-question, I will now seek to answer the problem statement.  
 
“How did the financial success of Deadpool indicate reasons of successful exploitation of social 
media and social media marketing, and possibly demonstrate the affordances of Social media?”  
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In the case of Deadpool, the response to the film was positive, which generated a significant amount 
of positive buzz in America, considering the amount of likes and tweets presented in Twitter Post: 
1. The volume of awareness peaked “…following early "Deadpool" screenings, that volume spiked 
to more than 90,000, surpassing "The Force Awakens” (cnbc.com, 2016). However, the awareness 
amongst the user audience seem to have been contained within America. This would indicate that 
the American user audience were satisfied by the campaign and the financial reception suggest that 
the campaign was perceived well. The opening weekend in America amassed a total of 
$132,434,639 in the box office (boxofficemojo.com, 2016).  
The influence on social media marketing campaign for Deadpool, do however seem to be limited, 
it would seem that it mostly had an effect on the American audiences, which is indicated by the 
empirical data presented in the thesis. One might argue, that the Danish audiences did not perceive 
the content of the campaign, to be as noteworthy as the American audience. Here Bechmann and 
Lomborg would argue, that “…social media allow users to contribute to and filter the content that 
they find relevant, and to share it with audiences of their choice” (Bechmann et al, 2012:3). Thus, 
user audiences such as those pertaining to the Danish crowd, were either lacking awareness or 
interest. A potentially lacking awareness is indicated by the empirical data from the expert interview. 
Alex Sabour did not immediately recall any of the social media marketing initiatives (Appendix: 
A). Nor did three of the participants from the focus group recall anything in particular, which suggest 
that the campaign did not manage to generate awareness amongst the Danish users on social media 
(Appendix: B).  
In sum, I will argue that the user audience and the marketers influence regarding the identity of a 
campaign is paramount to success in a Marketing 3.0 setting. I will argue that the financial success 
of the Deadpool social media marketing campaign is a product of recognition by the user audience.  
The content was positively endorsed as Keller would argue (Keller, 2013: 246). This is visible by 
the exploitation of the users (Andrejevic, 2011: 83) who like Nadeshot acted as brand advocates 
(techopedia.com: 2016). They generated a buzz via word of mouth (Keller, 2013: 246) which 
generated a social media traffic, that measured above the numbers accumulated by Star: Wars The 
Force Awakens, with a total of more than 90.000 tweets.   
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In sum do these factors indicate a mostly successful exploitation of social media marketing. Also 
the marketers were given a carte blanche (Forbes.com, 2016). This I believe to have initiated the 
beginning and the creative take in the campaign, at least towards the American audience, as the 
empirical evidence suggest that countries outside may have been neglected. I believe that the 
American user audience were successfully exploited and that this demonstrated the affordances of 
social media marketing.   
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6 - Perspective 
This perspective will speculate towards the financial allure of a streaming service like “The 
Screening Room” (theverge.com: 2016). This will be done from my personal point of view on how 
this could affect future box office results, or the need for the marketing of upcoming films on social 
media. 
This perspective is seen through the lens of the focus group participants and their cinematic interest. 
It will also feature their reflections on what they believe to be the positive or negative prospects of 
such a site. In addition, this will be a speculative account as to whether or not the introduction of 
such a site might eliminate the need for social media marketing by a movie studio such as 20th 
Century Fox.  
The screening room is a proposed streaming site imagined by Sean Parker. The service would 
feature newly released content, in the form of premiere films, which throughout history have been 
exclusively reserved for cinemas. In essence, the service would entail that “…consumers buy a $150 
box that lets them watch first-run movies, starting the same day they appear in theaters, for $50 
each. It would effectively collapse the theatrical window — the period of time in which new films 
are available only in movie theaters — and to compensate for fears over lost revenue, exhibitors 
would get up to $20 of that rental price…” (theverge.com, 2016). 
The participants were asked about their stance towards illegal streaming and torrenting14 as some of 
the participants used both types. One participant (CR) was strongly against these illegal services 
and those who consume their content. Both (BB) and (JD) did not consider the moral or ethical 
aspects of the matter, as they believed it to be an economic and/or convenience issue (Appendix: 
B). The majority of the participants stated that they were guilty of some kind of copyright 
infringement, as they at some point or another utilized either streaming or torrenting websites. They 
did however express an interest in paying for the desired content, if a service met their requirements. 
However, neither one could identify a legal streaming site which currently met their demands, as no 
service has everything (Appendix: B).  
                                                             
14 A torrent is a file sent via the Bit Torrent protocol. It can be just about any type of file, such as a movie, song, game, 
or application. During the transmission, the file is incomplete and therefore is referred to as a torrent -
http://techterms.com/definition/torrent 
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This would indicate that a desire for a service such as the screening room exists. The majority stated 
that if everything, vis-à-vis online content was collected in a single place, it would be an interesting 
and worthwhile possibility (Appendix: B). This I believe to be connected with the fact, that it would 
be convenient and economically viable for the participants, as they would only require a subscription 
for one service.  
It was mentioned that if and/or when the participants desired a lot of different content, it would be 
necessary to pay for a variety of streaming services such as HBO, Viaplay and Netflix (Ibid, 
Appendix: B). I believe, that having everything in one place would simplify the process of getting 
the desired content and perhaps reduce piracy as well. Financial and convenient solutions seemed 
like the recurrent theme in the discussion, amongst the focus group participants, which is why I 
believe a service such as the screening room could have a place in the realm of streaming services.  
Many of the participants also expressed an interest in the possibility of such a site (Appendix: B). 
In my opinion, they did so for practical reasons as they would then be able to watch new cinematic 
releases without leaving their home. Three of the participants expressed immediate interest in this 
service, whereas the other three were hesitant. They did not feel like compromising with the scale 
or experience of movie going (Appendix: B).  
As for the impact of a service like the screening room, I do not believe it would eradicate movie 
marketing on social media. I believe that studios like 20th Century Fox would merely adapt to the 
change and market the film towards the screening room as well. It is my belief, that early fan 
screenings would still be held, as they already occur before a films cinematic release. Therefore, 
studios would be able to benefit from the influence of the user audience and their ability to create 
awareness via word of mouth. In addition, I will postulate that theater chains would still generate 
revenue, since the proposed price of the screening room service seem fairly expensive, nor would 
three of the focus group participants want to compromise with the experience of movie going 
(Appendix: B).  
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8 - Dissemination Article 
 
Hvem er Målgruppen?  
Denne formidlingsartikel er tiltænkt en demografisk målgruppe bestående af både mænd og kvinder. 
Disse er formentlig blandt det yngre publikum, tæt på eller over 18 år. Det kan være studerende med 
interesse for film, kommunikation, marketing eller sociale medier på akademisk niveau, gerne i en 
kombination. Grunden til dette er, at artiklens kernefokus er filmen Deadpool, der blev kraftigt 
markedsført på de sociale medier og blev den mest indtjenende film nogensinde med en såkaldt R-
rating. Efter amerikanske standarder betyder dette at mindreårige ikke skal have adgang til 
forevisninger af filmen uden selskab af en voksen, men dette er naturligvis ikke tilfældet med denne 
artikel.  Artiklen er dog ikke kun for studerende eller akademisk interesserede. Den må også gerne 
fremstå letlæselig og appellere til andre med interesse for f.eks. sociale medier, på trods af 
tilstedeværelsen af akademiske begreber. Frem for alt skal potentielle læsere gerne fascineres af 
moderne marketing, samt have troen på at det kan forme identiteten på et produkt og skabe interesse 
for dette, før det er offentligt tilgængeligt.  
 
Hvorhenne og hvorfor skal artiklen Publiceres?  
Artiklen skal efter moden overvejelse publiceres på www.ekkofilm.dk – mere specifikt i deres 
blogsektion. Hvad der ligger til grund for denne beslutning er, at dette er et digitalt medie, der gerne 
skal appellere til individer med filmisk interesse. Dette stemmer overens med opgavens hovedfokus, 
nemlig filmen Deadpool. Derudover skal dette medie kunne tilbyde andet end blot anmeldelser af 
produktet, såsom andre litterære publiceringer, værker samt personlige meninger. Derudover skal 
dette site have en vis relevans i forhold til de sociale medier, da disse spiller en fremtrædende rolle i 
opgaven, såvel som artiklen.
MIKKEL SIMON JENSEN DEADPOOL STUDENT NUMBER: 46643 
 
 
82 | P a g e  
 
Brugeren har Altid Ret  
Baseret på specialeafhandlingen ”Deadpool – 
Profiting from Social Media Marketing” 
 
Af: Mikkel Jensen,  
Roskilde Universitet 26.6.2016.  
 
Social media marketing bliver mere og mere 
udbredt på de sociale medier og samspillet mellem 
producenter og købere øges. Dette er et emne som 
Kommunikations – og specialeskribenten Mikkel 
Jensen har sat sig for at undersøge. Denne artikel 
tager udgangspunkt i hans specialeafhandling, der 
omhandler marketingskampagnen for filmen 
Deadpool med Ryan Reynolds i hovedrollen. 
Ydermere handler det om hvorvidt man kan 
argumentere, at denne marketingskampagne på 
sociale medier, kan tilskrives filmens enorme 
finansielle succes. 
Tilbage i februar var der mange, der tog 
kæresten eller en ven under armen, for at tage 
en tur i Biografen. Det var for at se filmen 
Deadpool, hvis marketingskampagen forinden 
havde floreret intensivt på de sociale 
medieplatforme. Siden premieren på 
Valentinsdag, formåede filmen at opnå status 
som den højest indtjenende film i 
verdenshistorien med en såkaldt R-rating. På 
daværende tidspunkt, var det dog ikke til at 
sige hvorvidt filmen ville nå disse økonomiske 
højder, men kampagnen på de sociale medier 
indikerede at der var noget specielt i vente. 
Afhandlingen tager udgangspunkt i 
marketingskampagen, hvis resultater skred 
frem i takt med selve afhandlingen. Derfor var 
det ej til at sige hvorledes filmen ville blive en 
finansiel succes eller hvorvidt kampagnen, der 
skulle promovere og skabe opmærksomhed 
omkring filmen, ville have den ønskede effekt. 
Dette lagde til grund for det social 
konstruktivistiske metodevalg, som tog 
udgangspunkt i den viden, der blev skabt via 
teori og empiriske interviews. Jensen tog 
udgangspunkt i en stadigt udviklende proces, 
hvori han selv deltog aktivt med det formål at 
skabe ny viden. Heri blev nutidens 
kommunikative værktøjer, samt deres effekt i 
social media marketing kortlagt. Disse 
værktøjer illustrerede en virkelig hvori 
brugerne på sociale medier og deres 
indflydelse på produktudviklingen har 
gennemgået en substantiel udvikling.   Denne 
viden førte til, at afhandlingen fik en dybere 
mening i forhold til moderne marketing på 
sociale medier. Det fremgik med al tydelighed, 
at kampagnen for Deadpool genererede en 
mærkbar respons fra brugerne på de sociale 
medier. Specielt på Twitter og Instagram var 
trafikken stor og det kan nævnes, at en enkelt 
screening af filmen for udvalgte fans generede 
en respons på over 90.000 tweets og dermed 
overgik den længe ventede film Star Wars: The 
Force Awakens. I henhold til opgavens 
essentielle fokus, hvori problemstillingen er at 
undersøge hvorvidt en succesfuld udnyttelse af 
sociale medier, samt marketingskampagnen på 
disse kan tilskrives filmens finansielle succes, 
viste det sig at samspillet mellem brugerne og 
producenterne faktisk kendetegner den 
moderne marketing på de sociale medier. 
Indhold kreeres og produceres af både 
producenter og brugerne. Producenter kan lære 
af de input og reaktioner der opstår, når de 
præsenterer nye kampagneinitiativer for deres 
publikum på de sociale medier. Brugerne kan 
derefter debattere, tilpasse eller anbefale dette 
indhold til andre brugere, hvilket afspejler 
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deres indflydelse. Heri kan det ses, at moderne 
marketing har fået en ny dimension hvori 
brugerne har flere holdninger til producenters 
produkter, samt indflydelse over dem. Dette 
bliver i afhandlingen sat i kontrast til brugernes 
tidligere roller. Man lærer om en tid hvori 
brugere blot agerede købere, og forholdet 
mellem dem og producenterne var mere 
distanceret. Afhandlingen belyser det 
amerikanske filmstudie 20th Century Fox, som 
er produktionsselskabet bag Deadpool, og 
hvilke kampagnetiltag, der er foregået i 
forbindelse med filmen. Hvad der her er 
interessant er, at disse tiltag belyser en 
virkelighed hvor brugernes bidrag illustrerede 
sociale mediers nuværende indflydelse og 
hvorledes dette samspil udnyttes kommercielt. 
Afhandlingens empiriske interviews 
understregede dog en virkelighed der pegede 
på at de Danske brugere på sociale medier, 
ikke havde den store kendskab til kampagnen 
og dens indhold. Dette resulterede i at de 
Amerikanske brugere på de sociale medier, 
blev tilskrevet den primære, kampagnens 
effekt havde haft.  
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Appendix a 
Empirical Interview Transcript: 
Me: okay yeah, that should be working, I haven't really done much of these empirical sort of 
interviews before so but should be working so… 
Alex: So Deadpool has. I think it's Paramount, one of the big big movie companies is behind. 
Me: 20th Century Fox  
Alex: they have distribution agreement with somebody in Europe who has to do all their marketing, 
that company would then typically go out, they have their normal media channels, the normal media 
channels, they tried and tested easy to book media, you would have a media company to do that for 
you, that would be like ok, we want to have commercials in the buses, commercials in the trains, 
outdoor media (like a reklamesøjle) and you know radio goes under that same thing. They all have a 
different price, TV is the most expensive, TV is by far the most expensive, and outdoor is close to 
be that expensive as well, depending on how broad you wanna do it ok. And then its radio, and then 
its Guerilla, and other media. 
Me: Print media? 
Alex: Print media goes under, depending on how and where you you place it, so print media could 
be at schools, we have it at schools and at Fitness World. So our media is like three medias that we 
own in house, the biggest one is Fitness world, so all that commercial space is Citrusmedia.  
Me: Ok! 
Alex: We have all of the schools, so the schools have like posters (plakater) of that nature, that's 
also us. Then we have like all of the LED-Screens in Copenhagen, the LED-Screens that are 
around...uh...one in Nørrebro, one in Vesterbro, one at Hans Knudsen’s Plads… 
Me: Yeah I saw one of those actually. 
Alex: Yeah, and then we have like smaller medias that we own like, uh…ashtrays, the ashtrays that 
hang of the side of Kiosks, and stuff like that, Cafes… 
Me: Yeah ok! 
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Alex: We have one over here I can show you soon. So what happens is the media company who is 
in charge of booking this for the client. The Company behind Deadpool says that we have this big 
opening, our budget is for example a million kroners, what can you do, what can you suggest we do. 
For a million kroners you can say right away that you can not get on television, right off the top. 
Me: Hmm…ok, not even in Denmark?  
Alex: No, a million kroners isn't enough for TV. 
Me: no…yeah okay, it takes five million kroners to book a super bowl commercial right? 
Alex: That's per second!! 
Me: per second?? ok wauw 
Me: But okay, could you tell me about the campaign you did for the Movie Deadpool? I’ve 
noticed...uhmm You told me over the phone that there was something about fitness world there 
right? 
Alex: Yeah what we did for Deadpool is that we had Fitness TV screens where people are running. 
Me: Yeah 
Alex: We’ll show them the Deadpool trailer, our LED Screens were booked for Deadpool during 
that period of time. I mean that's typical for a smaller house like, a smaller media company. 
Me: Yeah… 
Alex: We get a piece of the bigger thing, so again they go in and strategize over what do we want 
out of this campaign, what can we add, and what can we afford to bring to this campaign, you know 
the highest possible reach to get to our targets.  
Me: Yeah… 
Alex: And it's always a combination between mixing...uh more kind of direct media and broad 
media, so fx LED screens are very broad, you can’t control who sees it, you don't know when 
they’re seeing it, you’re getting out to the 90-year-old man driving his car, as much as you are to the 
12-year-old girl who is just walking on the street, and everyone in between.  
Me: Ok so yeah, when you are doing it like that you are not targeting a specific demographic, like 
an R-rated audience which is what Deadpool is supposed to target, I’m assuming. 
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Alex:  Yeah, so what really happens there, is that you’re just saying well statistically speaking there 
is a million people that go fx on Rådhuspladsen per week, out of those one million people, what is 
the target audience for Deadpool, so that like, Guys between 18-40 fx. So how many men in that 
age between 18-40 will go past within that one million.  
Me: Yeah sure. 
Alex: And then it’s just like a mathematical, what do we think that it is going to be and...uh...the 
same thing could be said about a chick flick for example, it would be the same thing. How many 
women a gonna pass there, in that period of time that is going to see this.  
Me: Ok… 
Alex: And uh, you combine that with the more niche marketing the audiences’ targets, so for 
example Fitness World, they have a unique audience where we know their age, and it’s quite young, 
so every time anyone goes into the center they have to swipe a card, so we know who they are when 
they are coming in and out. 
Me: Yeah... 
Alex: Then you do a lot of surveys and figure out what they do so a person who is at Fitness World, 
who trains at fitness world, is generally gonna be under 40, is gonna spend more money on clothes, 
more money on electronics, they tend to go out more, uhmm...they know for example that the 
people who see it go to cafes more, tend to go to more Museums and tend to go to more movies, etc. 
So you end up using that information to make an educated guess on what the best target is gonna be 
for your product.  
Me: So we’re still talking this kind of controlled mass exposure towards a younger audience that 
buys electronics, and are into movies such as Deadpool, and that's why you market it in that sphere.  
Alex: Yes, so let's say that we took Fitness World, as again a target, and the movie was gonna be a 
movie targeted towards people over 50, then as a media planner I wouldn’t count on for example 
Fitness World as a good media.  
Me: Ok! 
Alex: This is like well, the majority of their customers are under 40, this movie is for people over 
50, and this just doesn’t match for us.  
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Alex: This exact conversation happens for every marketing, you know campaign that you’ve ever 
seen.  
Me: Ok! 
Alex: It’s People sitting in a room and they say, what is our target, and how do we believe that we 
can best go out to them. 
Me: yeah ok.  
Alex: And uhmm. yeah I mean in terms of Deadpool we didn’t end up doing like uhmm... there 
wasn’t any like anything Guerilla or anything creative… 
Me: What is Guerilla?  
Alex: Guerilla Marketing is like when you do anything untraditional, like a few things without 
asking for permission. 
Me: Ok 
Alex: I'll give you an example of guerilla. Let's take Star Wars: The Force Awakens, so we would 
have transformed the Copenhagen trashcans, they would have become R2D2 trash cans, by just 
putting the sides and putting the top on it, so this a guerilla activity, because people will instantly 
know what it is, and it gives kinda like...You know it's funny, and you’ll get something out of it.  
Me: Yeah... 
Alex: Uhh, so this street chalk, so we put this cross on, that's not really guerilla, it’s considered 
outdoor, it like a scale media...this is more I guess in terms of guerilla, where you put like the 
helmet in the eyes, and then you can take the helmet out where the eyes mount, so typically people 
will stand around and, and try to pick at it, or take pictures at it. Then we have like Go-Pro 
projectors, this is a projector where we can go and project stuff at the side of a building, with the 
Resteröds campaign there is a video, there's a lot of videos now on our Youtube channel, so you 
could see like for example we could have this projected on Rådhuspladsen, uhh. Or on other 
buildings… 
Me: Yeah... 
Alex: We have like you know audio campaigns, where we can put speakers all around the walking 
street that is playing the classic Star Wars music, the whole day, so while people are walking they 
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are hearing the Darth Vader marching ambience, kinda get into their heads, we could have like live 
action sequences where just suddenly something happens.  
Alex: These aren't medias that you can really count...we can't really give you a statistic on this, like 
what's gonna happen with this, we could this and then suddenly, like nobody's in the city because it 
was just a really bad rainy day, or we can do this, and it's super packed, and it’s just an incredible 
energy, and then somebody records it, puts in on Youtube, and we're gonna get three million views.  
Me:  And then you have a viral thing? 
Alex: Then we have more, yeah that's when viral videos become a lot more fun… 
Me: Yeah… 
Me: How would you characterize something going viral, how do you measure that sort of thing?  
Alex: There's a lot of definitions in terms of how many people have to view it in order for that to 
happen. 
Me: ok. 
Alex: You typically say in Denmark if something reaches...if something get like five thousand 
shares, then it's gone viral. If something been viewed more than you know half a million times, in a 
short period of time, I mean you’ll feel that it's going viral, I mean reality is there is no kind of 
definition, because it can be...if it’s a very niche product, I’ll give you an example...we did uhh...” 
Aarhus bremser for gult”, and we did a video for them, that ended up getting...I think it got like 
almost a million, almost a million views, but that was only for Aarhus. 
Me: yeah ok… 
Alex: For the video section, the main prank video that we did had half a million views, nine 
hundred shares, 2300 hundred likes. Normally this for me wouldn't have been for me like wow 
crazy viral video, but this was only done in Aarhus, and only shown in Aarhus. 
Me: ok 
Alex: So in Aarhus entire population is half a million people, so then for me this is a viral video in 
that region, as a worldwide viral video this wouldn’t count.  
Me: It's not like Gangnam Style… 
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Alex: No no, definitely not.  
Alex: So what happens is, in terms of guerilla, and creative campaigns, outdoor and traditional 
marketing like radio, TV, outdoor, print...any of that, that will never go viral. So like if you have a 
LED showing in Rådhuspladsen, and that shows to a million people a week, it will never show 
more than a million people a week, and you still don’t know how many people were noticing it, 
Right? 
Me: Yeah yeah… 
Alex: But, but If something like this goes viral, so this is like lightsaber installations, if something 
like that goes viral - this is also guerilla media, and people holding onto the buses, but that's the 
lightsaber. 
Me: Yeah yeah...was this implemented, or was it just an idea? 
Alex: It was just an idea; it was too late in the process... 
Me: Okay, would have been brilliant.  
Me: Ok, but I have to get back to some of these questions...Ehm, because I’m trying to depict what 
it is that constitutes, you know the innovative use of online media using the Deadpool marketing 
campaign as an example. Uhh, So I’m really interested in a few of these questions, like how would 
you describe the marketing campaign for Deadpool internationally, in three words, if you could?  
Alex: I think It was uhm...it’s FUN, I think It's EDGY, and I think that it was very TARGETED… 
Alex: Uhh, Deadpool is a very special character in the Marvel Universe, it’s not like the X-Men, 
and it’s not like a character that everybody knows, and uhm, it’s a little bit special because he has a 
lot of characteristics from a lot of the other characters, kinda like Spider Man-ish, but not, kinda 
Batman-ish but not, kind of has this attitude kind of like Kick-Ass, but not...it is one of those 
characters...the vast majority, if you are not like a comic-book nerd, you don’t what Deadpool is.  
Me: Exactly.  
Alex: When you’re looking at uh, let's say the ads, where it’s like you know he says that he got a 
great ass… 
Me: Haha yeah... 
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Alex: And he is sitting there with his hand in his finger, yet at the same time it's this brutal action 
killing movie, it uhm...it throws the audience off guard. So right off the bat we know immediately 
that this is a movie AIMED at men.  
Me: Yeah 
Alex: Right, it is definitely a movie that is aimed at that segment, and it is aimed at a younger male 
segment. It’s not aimed for men over 50 you know… 
Me: But is still aimed for people at the age of 18 and above right? because it was given an R-Rating 
which was very controversial. 
Alex: For sure… 
Me: Being a comic-book movie... 
Alex: I mean the thing is that whether or not a movie gets…I mean sometimes putting an R-Rated 
rating on a movie, will make it sell more tickets - in the states, right. So sometimes it’s a very 
strategic decision to make it an R-Rated movie, because then people will wanna see it, kids will 
wanna see it more. Now that was very typical in the 80’s and 90’s... 
Me: mhhhm… 
Alex: Today's standards kids have access to everything… 
Me: Yeah… 
Alex: There is no more control of an R-rated flick right, like there was at one point.  
Me: yeah.  
Alex: So uhm… 
Me: Uhm...so would you characterize…this is perhaps a bit obvious, but would you characterize the 
marketing campaign for Deadpool as a successful one? 
Alex: I would say that if you look at the numbers Deadpool has done phenomenal.  
Me: Yeah. 
Alex: and it’s done a lot better than a lot of other movies with well-known superheroes, which is 
strange because again nobody knows what Deadpool is, uhh so they were capable of pushing his 
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persona, and pushing this kind of, you know anti-hero out, and it caught the interest of the movie 
goers. 
Me: Like, like breaking the fourth wall, and addressing the audience as he did in the marketing as 
well? 
Alex: mhhm. 
Me:  yeah...I guess you could say that right. 
Alex: and also there is the fact that you can see by the numbers right. 
Me: yeah.  
Alex: I mean it also got really good reviews, and it is something that is new and different. The 
timing has a lot to do with the success of a marketing campaign, because if we were doing this if the 
new Batman came out, nobody would have gone to see Deadpool... 
Me: Mhhm... 
Alex: Right? 
Me: Yeah right, of course. 
Alex: If, If this was a, if this was a...not now cause there is no new Spiderman movies like really 
coming out, but if this was like Spider man 2 coming out in the same weekend, then Deadpool is 
not really gonna be the thing that breaks through, cause again this is when strategy comes in, 
because releasing it during Batman for example doesn’t necessarily mean that it's gonna flop, 
because a lot of people will go see batman, and it will be sold out, and then they can go to see 
Deadpool - but does that mean that the marketing campaign worked, or it didn’t work...so you know 
it's the same thing if you have a movie like...Deadpool got very good reviews…was it the reviews 
that pushed it, or was it the mass marketing that pushed it.  
 
Alex: So I mean, I would say generally speaking Deadpool did really well, and that that was 
accounted for by the marketing… 
Me: Yeah and it is still doing really well at the box office... 
Alex: Yeah, definitely! 
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Me: So, Uhm. Did you notice the uhm? This was only in America but the ad boards, 
uhm…marketing it for like you know this Valentine's Day release? 
Alex: yeah! 
Me: That was a manipulation of the audience in a sense right?  
Alex: Yeah yeah, that was uh - that a great kind of, in the direction of being a guerilla campaign. 
Me: Ok  
Alex: Because that when you are using traditional media, but you are using it in a different way, so 
making it as a Valentines movie, and then like putting different characters in it, like Ryan Reynolds, 
putting him in a picture kissing a girl, uh it’s brilliant. It’s just funny... 
Me: yeah 
Alex: It’s funny when you know the character, that's some Deadpool shit to pull off.  
Me: Yeah hahaha... 
Alex: ...and at the same time, it is the fact that they allowed...a lot of times we have an epic debate 
going on…let’s say in this office, I’m in the creative section, and then we have the sales section and 
the director who is much more conservative, and like I’ll come and typically pitch an idea and 
they’ll be like “no you can’t, you can't show that, that’s too much” ... 
Me: ok! 
Alex: ….and uhm so, for them to have gotten the permission to do that I thought was really, really 
cool. 
Me: Yeah... 
Me: In your uh...when you got the job for Deadpool here at Citrusmedia, did you have any 
collaboration with 20th Century Fox in that regard - I’m thinking like...since this is such a probably 
a unique campaign, did you have any uh, sort of creative control on how you wanted to perform this 
task? 
Alex: No, no not in this case, I mean cause it could have been done in a lot of ways, I would have 
loved to for example, instead of having a Deadpool...uhh I think they just have the trailer playing in 
front of the Citrus TV, like so on the treadmills (in Fitness World) - What I would have loved to 
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have had, was to have like the Deadpool character to come out and be like “hey you got to work 
those buns yeah”, and basically just talk dirty to you for two minutes… 
Me: Yeah... 
Alex: uhhh, and let that be that, but you know, I think it’s a matter of timing, and it’s a matter 
of...that uhm, they weren’t off allocating a budget to it... 
Me: Yeah 
Me: Uhm, in your opinion, which pitfalls can lead to a bad marketing campaign, like with the use of 
online media? 
Alex: specifically, online media?  
Me: Yes 
Alex: Number one is not understanding that online media is expensive...right 
Me: Yeah... 
Alex: Oftentimes people think that doing a successful online campaign is cheaper, than doing a 
successful offline campaign, and really that's not the case, I mean if you wanna have digital banner 
space online is just as expensive, if not more expensive that digital...uhh physical banner space is 
outside. So number one “lack of budget”, number two “lack of creativity” … 
Me: Yeah 
Alex: What they’ll often do, is that they will take the same bite, let’s say you have a poster with 
Deadpool...they will take the exact same poster, and the same exact trailer, and they’ll start copy-
pasting it every single place that you go. 
Me: Ok... 
Alex: Instead of thinking about what sight they are gonna be putting it on...so, I’ll give you an 
example, if you are gonna buy digital banner space on let's say “Den Blå Avis”. 
Me: Mhmm… 
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Alex: They, when you go in (on the site) they have this big banner space. 90% of people that put 
banner space on “Den Blå Avis”, they go in and they just copy paste their existing, you know, 
material.  
Me: Yeah. 
Alex: Rather than thinking like ok, we’re putting this on “Den Blå Avis”, people are buying and 
selling stuff, that would have been a great opportunity to kind of like, you know nudge or poke at 
the users... 
Me: Yeah. 
Alex: ...and I like when people are brave enough, and take time enough to do it...so I think again 
pitfalls in digital - number one is lack of budget, number to is lack of creativity. 
Me: How about miscommunication? 
Alex: I mean Miscommunication, doesn't necessarily have to be a bad thing…the Deadpool 
(campaign) that we were talking about, in terms of uh... 
 
Me: I’m thinking like you know a bad trailer, hehe, which really sells something that aren’t... 
Alex: When was a good time, can you give me an example? 
Me: I can think of the movie “Edge of Tomorrow” who changed its title like three times, to uh 
“Live. Die. Repeat” - “Edge of Tomorrow” ummm… 
Alex: That was the Tom Cruise movie?  
Me: That was the Tom Cruise/Emily Blunt movie, and that changed it title like three times - also 
again when it came out as a Blu-ray/DVD.  
Alex: I mean that, that’s very sloppy, it’s very sloppy and incredibly stupid...sometimes you also 
have trailers for something that for example looks like it’s gonna be...I’m thinking there's one 
specific example that I’m thinking about where the trailer was absolutely nothing like the movie.  
Me: Yeah... 
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Alex: It happens, it happens every blue moon, but it is rare that it happens. Name changes are just 
stupid… 
Me: Yeah. 
Alex: and also really bad names as well, Kick-Ass for example is a horrible name. 
Me: Yeah yeah... 
Alex: It was a horrible name for a fantastic movie.  
Me: Yeah, apropos, the Fantastic Four movie, looked really good - wasn’t, did you see the trailer, 
because that was actually kind of interesting?  
Alex: I think that, or actually now I’m thinking of two other superhero movies, The Incredible 
Hulk… 
Me: Yeah… 
Alex: the first one which was that uhh... 
Me: Eric Bana or? 
Alex: the one that was with that one uh, Asian uh director that also did Brokeback Mountain. 
Me: Yeah uh...Ang Lee.  
Alex: Yeah Ang Lee did that one I think...and it was just really slow. 
Me: Yeah… 
Alex: Some, I I don’t remember if it was Ang Lee, but I remember that The Incredible Hulk… 
Me: Yeah? 
Alex: the first one that they did, was a very like introspective look into The Incredible Hulk, and his 
feelings, and uh holes like… 
Me: Yeah… 
Alex: …And It’s just like people wanna see a great big monster break shit, and be pissed. 
Me: Yeah hehe. 
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Alex: They don’t wanna see all this other stuff. So Uhm, Brokeback Mountain could be another 
one, I mean it’s not a cowboy flick.  
Me: Yeah well in some sense (both laugh). 
Alex: Not like that so... but I mean when it happens, it’s definitely, it fucks everything up, and a bad 
name is, is key...If you have a bad name it will fuck your campaign up.  
Me: Yeah.  
Alex: Without question.  
Me: Okay, uhm has there been any public relations stunts in the Deadpool campaign which you 
would characterize as going viral? 
Alex: Uhm...nah 
Me: If you can remember some of them? 
Alex: Yeah, I can’t, and the fact that i can’t I mean I spend between 4 and 8 hours on social media 
at the week per day, and I didn’t see anything except the trailer of Deadpool, so I would say that 
there was no real uh, like big viral campaigns… 
Me: Ok. 
Alex: …done in accordance with that. 
Me: Ok, so It’s it was maybe… 
Alex: Oh, actually there was one, there was one, and that was where Deadpool called Saturday 
Night Live (SNL), it does the Kanye West freak-out. 
Me: I Haven’t seen that one?  
Alex: That uh, that one...Kanye West goes on SNL and is bitching about Taylor Swift, so he is like 
backstage, there is a secret like recording of him like “Yeah... like fake Taylor Swift's fake ass” and 
“Who do they think I am, like I’m the greatest”, it’s like, he’s going on the Kanye rant, and then 
what they had with Deadpool, there was that he did a Deadpool like a rant in the same sense like 
“Who do they think I am fucking Spiderman or something? and “Batman's fake ass” and they put it 
together like that, I saw that and I mean that was pretty fucking cool.  
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Me: Yeah, something that sticks in my memory would be the interview Ryan Reynolds did with uh, 
I think his name was George Lopez or something, when they are talking about the R-Rating and 
they are kinda kidding the audience, saying it’s gonna be a PG13 movie, and then Deadpool walks 
in the, in the background and decapitates George Lopez or something (laugh) because of course it’s 
gonna be an R-Rated movie uhm...yeah what else do I have (rhetorical)... 
Alex: I didn’t see that but it sounds good.  
Me: It is, there is a lot of stuff… uhm yeah, because I’m you know I’m trying to look at all of it, I’m 
trying to really...My, my real challenge in this thesis that I’m writing is to prove how Deadpool 
constitutes a unique sort of use of innovative online media, you know? 
Alex: Mhhm… 
Me: Modern online media, yeah because I think it really has done that, it’s just my job to prove it 
you know (rhetorical).  
Alex: I mean you know the fact is, is that you have a superhero character who went on SNL and 
basically did a, recreated a Kanye West rant, that had happened the day before. 
Me: Yeah? 
Alex: ...and traditionally we would, this would have never happened, you will never see a Batman 
movie, or a Spiderman movie do that, Marvel has gotten a lot more cool, they have a lot more 
superhero movies out, so need to think of new shit to do. 
Me: mhhm. 
Alex: ...and uhm, Marvel and DC and those guys, they are very uh, you know they make a lot of 
money from these movies, this is a this is a huge...you know they don’t sell as many comics as they 
used to. 
Me: No. 
Alex: They don’t sell as many, they don’t syndicate as many cartoons on television as they used to, 
so movies is their big like bread and, that's where they make a lot of money. So offline tip that it’s 
the status quo, for everyone has the exact same shit. 
Me: Yeah. 
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Alex: Everyone is basically gonna be you know a little on tv, a little on radio, outdoor and then 
that's in the states. Outside the states is probably just gonna be outdoor, uh and you know some, 
some buy medias. but what they do online, and how you can prove, prove it is like for example 
decapi, decapitating George Lopez is something that has never been done right? 
Me: Mhmm (rhetorical).  
Alex: Now, you can look at that, that activity as a two-part thing. Did they do it for the television 
audience, no! because how many people watch George Lopez, I don’t have the numbers. 
Me: Probably not many 
Alex: ...but not many, it might be a 100.000, 200.000 - but by decapitating George Lopez online 
Me: mhhm... 
Alex: and then like on, like on air. 
Me: Yeah that goes on Youtube… 
Alex: That goes on Youtube, and how many times was that seen… 
Me: Yeah. 
Alex: You have the number it says, it states it clearly. 
Me: Yeah five maybe ten million. 
Alex: Let’s say, let's say it was five million. That's five million on Youtube, and then all of a sudden 
there is a lot of other services, that have that video released. 
Me: Yeah. 
Alex: Reddit for example, there might have been five or ten million people that saw it there, and 
that doesn’t, that doesn’t you have this whole dark social… 
Me: Yeah. 
Alex: Just because you can see how many views it has on Youtube, that's not the definitive, because 
if I’m sitting there in a room with myself and my six friends, and we play it once does that mean 
one person saw it, or could it also mean that six other people see it.  
Me: Yeah exactly yeah 
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Alex: If I’m sitting in class, and I’ve seen people/students do this in a class with like 30 people, and 
you just show the one video did one person see it, or did thirty people see it, all thirty, it just 
registers as one view. So uhm, so we have to put those numbers in perspective as well, we typically 
share what we think is funny. 
Me: Yeah! 
Alex:  Right? 
Alex: With, with, with our friends and with each other. 
Me: Mhhm... 
Alex: ...and there is also a lot of services that don’t necessarily count or showcase how many views 
it is.  
Me: Ok...Did you see the movie yet? 
Alex: I haven’t, I haven't seen the movie yet. 
Me: You haven’t seen it. 
Alex: Not yet, not yet, very soon! 
Me: Ok. 
Me: Uhm, because I just remembered something else that kinda, I’m not gonna spoil anything but 
it’s a part of the movie as well uhm...Did you remember the “leaked test footage” that went on 
Youtube? 
Alex: Yeah!  
Me: The kinda uhm, it was like a fighting sequence with Deadpool in a car. 
Alex: mhhm... 
Me: and some bad guys and stuff. 
Alex: mhhm… 
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Me: That’s kinda of a thing in my opinion that kinda tipped it in their favor (the ones who made the 
film) That allowed them to make this R-Rated feature film. 
Alex: Mhhm… 
Me: Having something be leaked, wouldn’t you say that is always something that uh, incites a lot of 
activity online? 
Alex: I mean it, it really depends on how big, and how pushy the fan base is, so if we take 
something like Star Wars right? 
Me: Mhhm... 
Alex: Star Wars had i think three trailers before they released it, three or four trailers. 
Me:  Yeah, typically yeah. 
Alex: ...and every time they would “leak” a little bit more. So if you have a strong fan base, you 
know super fans who really wanna follow it, then I would say that that’s the case. 
Me: Yeah. 
Alex: The thing is does Deadpool have that to begin with, and uh...and I wouldn’t say so!  
Me: No. 
Alex: So I think it is more like uhh, showcasing something that looks really cool I mean that’s what 
trailers are for, that’s why you do do trailers, like two or three times.  
Me: Ok.  
Alex: Uhh if you can get a “leak”, the leak looks incredible like it looks fucking crazy. I remember 
when X-Men was coming out, they leaked the Wolverine and, and uhm...Sabretooth scene of them 
fighting, and it just looked crazy.  
Me: mhhm... 
Alex: Uhm, and even though it was only just one or two minutes it still looked cool, and that, you 
know attracted some attention.  
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Me: Ok, ok...uhmm...What else do I got, I got a lot of questions I’m not sure I’m gonna be able to 
ask all of them, Ehm...Thing is that this kind of conversation always become more fluent than you 
intend you know? 
Alex: Sure thing!  
Me: Ehm, let’s see...that one has been asked… 
Me: Well how would you describe innovative use of online platforms such as Youtube or 
Instagram? 
Alex: I mean the thing is, is that you have to think outside of the box, especially when it comes to 
the both. Youtube is a place where people showcase videos, and uhm, and you can have videos 
national so people can go in and click on them, or you can have it as advertising.  
Me: Yeah. 
Alex: There is a lot of good examples of interesting advertising that’s done on Youtube. “Geico” for 
example has great commercials, Geico Insurance.  
Me: What’s Geico. 
Alex: It’s an insurance company, Geico. 
Me: Ok Ok. 
Alex: So like they had uh, their commercial was in their five second thing, where it’s like uh, it 
starts out like “you can skip the ad, but you could just save 10% on our car insurance”, and then, 
and then everybody stops in the commercial, and then there is like a dog that comes in, and just is 
eating the spaghetti for two minutes.  
Me: mhhm…yeah, yeah. 
Alex: Or for example they have one where, where uhh...the guy was holding, I think he was holding 
a dog, and it was like “If you click the commercial, we’re gonna kill the dog”. 
Me: Yeah? 
Alex: ...and then once the five seconds passes and you didn’t click it you’re like ok “It’s good that 
you didn’t kill, uh kill him” and then has that conversation.  That’s innovative use on uh, on 
Youtube Right? 
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Me: Yeah yeah! 
Alex: You can also do it where, like videos, cause like it’s just a video service so it’s diff like...the 
innovation comes on Youtube in terms of how you play with the commercials.   
Me: Ok.  
Alex: In terms of Instagram, is a whole different beast. Because Instagram is a place where people 
can put up pictures, and you can run campaigns, and you can attach those pictures to other 
marketing activities.  
Me: Yeah. 
Alex: So for example, uhh...you know you can, let’s say with...let me try to think of something that 
we did, recently. Uhm...It can be like where you tag, if it was gonna be with Deadpool, you, you tag 
you and your friends doing a video like recreating a Deadpool scene.  
Me: Yeah yeah. 
Alex: So then you are asking people to do something at home which is like play around with their 
friends and give us your best Deadpool impression. Videotape, like you record yourself doing it for 
fifteen seconds, hashtag Deadpool on Instagram. 
Me: Yeah yeah.  
Alex: ...and then you can get something from there. So what you do is, you present them a fun 
activity to do, they do it, they tag it, and they share it with their network, so then if your average 
person is (in a network of) let’s say 350 people, they he shares it with those 350 people, with the 
opportunity to go viral for more, and on top of that then you are just creating this “Hype”.  
Me: Yeah. 
Alex: So you can play a lot more with kinda creating momentum, and making it fun for people on a 
higher dimension than just going to the movies and coming out. 
Me: Yeah. yeah, can you measure Hype, uh?? 
Alex: You can, you can definitely measure momentum, I mean when we look online, for example if 
you were to write hashtag Deadpool. 
Me: mhhm? 
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Alex: It’s gonna give you a certain amount of tags. Then you can take another movie that’s out right 
now, what’s a movie that’s out...anything?  
Me: uhh, Star Wars (The Force Awakens) is still out, what else do we go...” Single in New York”.  
Alex: Ok, so then you can do hashtag (#singleinnewyork) Uhh, and then obviously you are gonna 
get a lot of other hashtags, associated with Single in New York, but it could be Single in New York 
Movie, every movie typically has their hashtag accounted for, and then you’ll, you will see a direct 
correlation between how many hashtags are done, and how much momentum and hype that movie 
has. So if we were to do Star Wars: The Force Awakens as a hashtag, or hashtag 
(#theforceawakens), or hashtag (#starwars10) or whichever number it is, you are gonna see a fuckin 
shitload of uhh hashtags.  
Me: Yeah? 
Alex: But if you, if you hashtag you know Spider-Man 4, you know or whichever one is out that 
doesn't have uhh Tobey Maguire in it, that, that bombed in the cinemas or do well in the cinemas 
compared to the other ones, Finding Nemo 3, I mean whatever, whatever it’s gonna be. Typically, 
nowadays they only put out movies that they know are gonna do well, we don’t have too many box 
office flops anymore, uhmm, and, and there is a reason for that, is that we don’t have too, we don’t 
have a lot of movies that are coming out, right? 
Me: Yeah but they have started utilizing a lot of the source material from the comic books, and I 
think that's why that gonna, they’re doing so well.  
Alex: Sure! 
Me: Especially financially, uhmm...I find it interesting to see how and if the user is responsible for 
something to become trending and create awareness, how would you as a mediator of content 
achieve this? 
Alex: The very first thing is to let go of the control, because when people try to over, overtly control 
and kind of uhh, process you end up killing the natural creativity that comes out. Uhmm, you know 
this was typical in the first, first few years of social media, that somebody would put out something, 
and all the companies would immediately rush to stop it as fast as possible. Uhmm, and now they 
don’t do that, right. now now, now companies are a lot more, you know willing to let the process, 
let, let it just happen, as it happens.    
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Me: Yeah, just let it unfold really? 
Alex: Just let it unfold, see, see see where it ends up. There is a fine line though between it going 
you know, uhh controlled and uncontrolled, right, because uncontrolled is a shitstorm. 
Me: Yeah. 
Alex: That’s where you can’t control it, a control is where you’re, you let it unfold and then you 
kind of try to sway it and try to move it.  
Me: That kind of creates identity, of what it is in itself, right, as well because the users’ kind of have 
their own impression of what the content may be, like a trailer or a movie so that kind of creates 
identity, I think.  
Alex: Yeah. 
Me: ...and that provides word of mouth as well? 
Alex: exactly, before you know, like companies, if, if their movie, if a part of their movie was 
leaked, or like a un, un if like a trailer was leaked on Youtube, two weeks before it came out, 
everybody would start panicking, and start spending time, and resources and energy trying to 
control it when really the internet is the wild west. 
Me: Yeah 
Alex: You can’t control it.  
Me: No.  
Alex: ...and uhh, and by trying to control it just makes you seem more uncool, and then you just 
don’t know what you are doing, so. 
Me: Yeah. 
Alex: I would just let it go. 
Me: Yeah. 
Alex: That’s that what I would do.  
Me: I actually remember a lot of instances where these trailer have been leaked, like a... there was 
the Comic-Con Suicide Squad trailer, and then they just published the trailer in full, uhh high 
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definition, obviously because they didn’t want the, the audience to be viewing it in so crappy 
quality.  
Alex: Exactly, they just let it go out. 
Me: Yeah. 
Alex: If people want it, and people get it, then uh, then sometimes you just gotta realize that this is 
what we gotta do.  
Me: Yeah, yeah exactly.  
Me: Uhmm, how did you plan the Deadpool campaign as opposed to your X-Men campaign, I’m 
thinking the X-Men First Class? 
Alex: In terms of, in terms of X-Men that we, they were more willing to, I mean try different media. 
They were willing to go out and, their budget was bigger, obviously it’s an X-Men, right?  
Me: Yeah yeah. 
Alex: So they had a much bigger budget, and, and bigger budget and more, you know allows you to 
go out there and test out new things, whereas Deadpool didn’t have that. Deadpool, uhh only 
wanted to have like the straight… 
Me: Mhhm... 
Alex: You know. 
Me: Yeah they only had a 58-million-dollar budget. 
Alex: Yeah. 
Me: ...which isn’t that high. 
Alex: No no, no.  
Me:  it’s not like a 200 million standard something.  
Alex: Whereas with the, with the X-Men budget is right.  
Me: Yeah. 
Alex: X-Men is a much more bigger budget.  
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Me: Yeah.  
End of Interview: 
 
Outro: 
Me: Okay...Yeah I’m not uhm, do you see anything on this list I haven’t really asked you? 
Alex: Hehehe… 
Me: ...or something you might could elaborate on, otherwise I think I’m pretty much done actually.  
Alex: Nah, I think that’s it. 
Me: Yeah, that, that’s it.  
Alex: Perfect.  
Me: Yeah. 
Alex: Let me go see if I can get uh Eilif for you, I don’t know where he’s at.  
Me: Yeah.  
Alex: If you wanted to ask him some questions? 
Me: I don’t think that’s necessary.   
Alex: No? ok.  
Me: Yeah, actually uhmm, because I, I thought you didn’t have this, that much time for me, so I’m, 
I’m actually really thrilled.  
Alex: Of course  
Me: Yeah.  
Alex: Yeah man we should definitely, I’m I’m going on vacation on… 
 
End. 
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Appendix B 
Summary of Focus Group Interview: 
 
 
The six participants are: 
Casper Rasmussen (CR), Louise Hansen (LH), Michelle Hansen (MH), Frida Stepputat (FS), 
Bertil Borup (BB) & Jesper Dalby (JD).  
From this point forward, they will be known by their initials. The summery of the interview 
itself will be in Danish, as it were recorded.  
 
Interviewer: Mikkel Jensen.  
 
Intro: 
MJ: OK, Jamen tak fordi I gad at komme alle sammen… 
CR: Velbekomme.  
MJ: Til mit allerførste fokusgruppeinterview, og så vil jeg prøve at se om, jeg kan få det til at se ud 
som om at jeg ved hvad jeg laver, sådan undervejs, men jeg skal jo ikke sige noget, øh... mens i 
snakker, sådan set, så det er jer der skal holde samtalen kørende. Det eneste jeg skal, eller må det er 
at stille spørgsmålene, sådan set, og hvis I ikke forstår dem må i selvfølgelig gerne spørge, og så må 
vi se om jeg kan forklare det; men ellers er det sådan set bare op til jer at give mig noget interessant 
og få ned på papir, så, no pressure.  
”alle griner”… 
BB: vi prøver at være interessante os… 
MJ: uh, det godt Bertil.  
JD: Sku næsten have startet den der optager da jeg fortalte om chipsene… 
”grin og utydelig tale”.  
MJ: Det havde været smukt ja. Næsten bedre en materialet, Ehm… materialet til specialet bliver i sig 
selv faktisk.  
”utydelige gruppedialog” 
MH: du kan bare vælge et nyt emne... 
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JD: det nøjere… 
MH: chipsenes historie?  
LH: det skal vi overhovedet ikke have, hvis man ikke kan lide det behøver man ikke spise det.  
FS: er det de samme? 
LH: nej det er gulerod, og det er Oreo. 
LH: der er også nogle servietter hvis man vil have det hehe… så man tager bare! 
BB: det er en rigtig god ide.  
JD jo tak! 
LH: man må også gerne krumme… jeg er altså ikke sart! 
MH: men Mikkel har lige støvsuget.  
”latteren fylder rummet”.  
LH: Jeg er virkelig bare ligeglad om folk spilder.  
MJ: jamen, eh… skal vi bare gå i gang med det?  
JD: Yes 
BB: Yes.  
MJ: Okay, jamen eh, før vi går i gang med de forskellige emner, så har jeg bare lige et par enkelte 
spørgsmål om jeres brug af sociale medier, og så må i gerne lige først, sådan hver i sær fortælle mig 
om jeres alder, og hvad i laver.  
MH: jeg er 23, og jeg læser international virksomhedskommunikation, i Slagelse på Syddansk 
Universitet. 
FS: Jeg hedder Frida, og jeg læser en kandidat i Global Refugee Studies, på Aalborg Universitet. 
MJ: ja og du er? 
FS:... Jeg er 25. 
JD: Jeg hedder Jesper, og jeg er 29 år gammel og jeg er folkeskolelærer. Hahaha... i Gladsaxe! 
CR: Jeg hedder Casper, jeg er 26 år gammel, og pædagog i Frederikssund. 
BB: Jeg hedder Bertil, jeg er 29... sludder... hvor gammel er jeg...27, og jeg læser til snedker i 
Roskilde.  
LH: Og jeg hedder Louise, og jeg er er indkøber hos Day Birger Mikkelsen. 
 
Referat:  
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Spørgsmål 1: Hvor mange af jer er brugere på de sociale medier, og på hvilke platforme?  
Folk er generelt på Facebook og Snapchat - nogle på LinkedIn, Pinterest og Instagram.  
 
Spørgsmål 2: Hvor meget tid vil i mene at i bruger, på de platforme på daglige/ugentlig basis?  
 
Generelt mellem 1-3 timer, nogle bruger 6 timer dagligt.  
 
Spørgsmål 3: Føler i at i bruger mere eller mindre tid på de sociale medier end for 3 år siden?  
mere, mindre, mindre, mere, det samme, det samme - så overordnet set er folk det samme eller mere 
tid på de sociale medier.  
 
Spørgsmål 4: i hvilke tidsrum er i mest på de sociale medier?  
Det gennemgående her var at folk er mest på om aftenen, da der er mest frirum.  
 
Spørgsmål 5: Hvad vil i mene at jeres Newsfeed består mest af, er det venners opslag, reklamer, 
sider i har liket og derfor følger eller noget helt andet? 
man ser det ens venner har liket!  
 
Spørgsmål 6: Hvilken type indhold deler i selv på de sociale medier? 
folk der mangler sted at bo, afholder fokusgruppe interview, sjove og politiske ting.  
 
Spørgsmål 7: Hvor mange af jer har set filmen Deadpool, og hvad synes i om den?  
3 har set den og synes den var sjov/god (Louise, Jesper og Bertil)  
 
Spørgsmål 8: Dem af jer der så den, hvordan kan det så være at i valgte at se den film i biografen, 
og hvordan fik i kendskab til den? 
2 via mig (Bertil og Louise) (brand advocacy) og WOM - og 1 via internettet (Dalby), der så folk der 
havde skrevet om den, og Ryan Reynolds (Deadpool) tweets.  
 
Spørgsmål 9: Var der nogle af jer der kendte noget til hovedpersonen i filmen Deadpool inden i så 
den?  
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nej, fra computerspillet, lille smule via tegneserier, fra X-men Origins.  
 
Spørgsmål 10:  Synes i så at det er en typisk drengefilm, altså Deadpool, og hvad er det så ved en 
film der afgør om den er mest til drenge eller piger?  
 
eksplosioner? (drenge) Marvel univers er en drengeting? mange drenge er vokset op med Marvel 
universet, og man bliver ved fordi man gerne vil følge karakterernes videre udvikling. (drenge 
identificere sig selv med superheltene, ligesom pigerne gør det med prinsesserne.  
 
Spørgsmål 11: (poster visning af Appendix C:).  
Det ligner en romantisk komedie, man kan hive kæresten med under falske forudsætninger. det er en 
joke der appelerer til mænd. navnet i sig selv er det eneste "TELL" der afslører filmens ægte natur.  
 
Spørgsmål 12: Hvor lægger i mest mærke til filmreklamer? 
- Facebook, i biografen, og kommende film på Bio appen - en læser også om film efterfølgende for at 
se nærmere om fx plotpoints (Kino). Desuden lægger folk meget mærke til hvis en trailer ender med 
at spoile vigtige plotpoints, og det er det folk erindrer fx ved BvS og Terminator: Genisys.  En så 
Ryan Reynolds tweets.  
 
Spørgsmål 13: Føler i at der er kommet flere eller færre reklamer på de sociale medier, og føler i at 
det indhold der er, er tilpasset jeres interesser? 
Der er kommet flere, specielt tilpassede via cookies - generelt er der negativ stemning omkring 
cookies. Der er meget sponsoreret indhold på Instagram, fx trailers. En ser product placement som 
reklamer, fx på Paradise Hotel.  
 
Spørgsmål 14: Okay, Det er måske lidt blevet dækket nu, men hvad gør, sådan mere specifikt at i 
tænder af på en reklame, hvad er der af elementer deri hvor i tænker nej?  
- Overeksponering, at det ikke giver mening i forhold til hvad produktets identitet indebærer, Oisters’ 
piratreklame, tvungne spots på Youtube.  
 
Spørgsmål 15: Okay, er der noget der kunne være gjort anderledes ved de reklamer, der tænder jer 
af, således at i måske kunne lide dem?  
MIKKEL SIMON JENSEN DEADPOOL STUDENT NUMBER: 46643 
 
 
112 | P a g e  
 
- reklamer skal afspejle hvad de faktisk skal sælge. - man vil gerne vide hvad man får for sin 
investering, og om eventuelle sidegevinster/bonusser. man vil vide om der er en "catch" til at starte 
med.  
 
Spørgsmål 16: Hvis i ser annonceopslag på sociale medier såsom Facebook, kan i så finde på at like, 
kommentere eller dele indholdet? (Ifs: reklameopslag, konkurrencer etc.).  
- en kommenterer aldrig, en anden er med i konkurrencer, en kan finde på at de indhold fra koncerter 
grundet personlig interesse, en liker, en anden tagger andre folk uden at faktisk like indholdet. Folk 
liker også af høflighed.  
 
Spørgsmål 17: Hvor ofte går i årligt i Biografen? 
7,4,3-7,10, 0-10-12, 5-10 gange, derfor gennemsnitligt lyder det 7+4+4,5+10+5+12+5=47,5 
divideret med 6=7,91.  
 
Spørgsmål: 18: Hvor ser i for det meste en ny film første gang, er det så i biografen eller derhjemme? 
bio, bio, derhjemme, bio blandet... 
 
Spørgsmål 19: Hvad er det så der afgør om i vil ind og se en film der lige er udkommet? 
det kommer an på selskabet, om den ser godt ud på et stort lærred, praktiske årsager fx. om folk man 
vil se filmen med kan.  
 
Spørgsmål 20: Hvad er så jeres holdning til at downloade eller streame film ulovligt? 
det er dejligt, meget modstander af det, hvad er forskellen? En vil gerne betale hvis alt blev samlet et 
sted, økonomi afgør det også.  
 
Spørgsmål 21: Hvad er det så der afgør om i vælger at gå ind og se en film i biografen, fremfor at 
streame den gratis/ulovligt hjemmefra? 
gider ikke streame dem der går i biografen p.t - grundet dårlig kvalitet, hvis det er en man rigtig 
gerne vil se går man i bio. 
 
Spørgsmål 22: Var der nogen af jer der ville have interesse i hvis man kunne se hjemmefra helt 
lovligt de film der lige har fået premiere i biografen, på en lovligt streaming service?  
nej, ja, ja, ja, måske ikke alle film, en går i biografen for oplevelsens skyld.  
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Spørgsmål 23: Kan i komme i tanke om nogle specifikke sådan kommende, eller tidligere film i så 
meget frem til at se, og hvorfor?  
Star Wars, nej, Star Wars, folk snakkede meget om Star Wars, det blev også delt på Facebook og er 
et stærkt brand... Ringenes Herre selvom det var før Sociale Medier, hvor der i de skriftlige medier 
blev skabt hype, hvilket der også blev i ungdomsprogrammer i tv. En glæder sig til den nye Avengers 
(Captain America: Civil War).  
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